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These Are EXTRA Good Customers 


The kind of goods the merchant orders reflects 
the kind of customers he has. 


Seventeen Thousand Dry Goods and Depart- 
ment Stores are preparing orders for the fall styles 
of Butterick, or Standard, or New Idea Patterns. 


The leading customers of these stores, you can 
tell, are going to. buy new gowns, coats, hats, 
etc,, this fall. They are the same ones who are 
going to buy most of the foods, house-furnish- 
ings, toilet goods, etc. 


If their trade alone determines the kind of 
goods seventeen thousand dry goods merchants 
are ordering, they could exert a tremendous pull 
for your product in seventeen thousand of your 
kind of stores. 


Keep in mind that the astute merchants, who 

order patterns and fabrics to please them, order 

at the same time copies of one of the Butterick 

Trio Fashion Quarterlies for their style guid- 

ance. In these families hardly a new thing to 

wear has been bought in years without looking 
first to see “what the Butterick (or Standard, 

or New Idea) advice is concerning it.” 


Pi : To reach these families. most effectively—to 
& gain their loyalty for your product—tell them 
about it in the Fashion Quarterlies they accept 
as the final authority: 


Forms for the fall issues—out August 20— 
close June I. 


W. H. BLACK, 
F. H. RALSTEN, Manager of Advertising, 


Western Advertising Manager, Butterick Building, 
First National Bank Building, Chicago, New York, 
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DES MOINES AS A 
“TRY OUT” CITY 





There is no city in the United States where the newspapers uni- 
formly have such large circulations in proportion to the population. 
The population of Des Moines is between 90,000 and 100,000. The 
circulation of the CAPITAL for the first four months of 1908 has 
exceeded 44,000; 13,000 of these subscribers are in the city of 
Des Moines; 31,000 are in the State at large. 


The advertising rate of the CAPITAL is exceedingly low—but five 
cents a line, flat. 


Iowa and Des Moines are uniformly prosperous. The people are 
responsive to advertising, responsive to all sorts of innovations. They 
are watchful and expectant of the newest inventions and fashions. This 
makes Des Moines an excellent city in which to try a new product. 
Advertisers figure that if a product will go in Des Moines, it will go 
anywhere, as Iowa is an average State with respect to the standards of 
American life, 


At the present time, Des Moinesis being used asa “try out” city for 
Armour’s Veribest Corn Beef Hash. The Des Moines CAPITAL is 
being used exclusively. It is also being used as a “try out” city for a 
new soap by Swift & Co. To start the campaign all the Des Moines 
newspapers are being used. A few years ago the Shredded Wheat 
Company tried out their newspaper campaign in Des Moines—Des 
Moines being chosen as one of four cities. Des Moines is being 
used now for the initial advertising campaign of Quaker Wheat 
Berries, a new product of the Quaker Oats Company. The Des 
Moines CAPITAL is being used exclusively, The CAPITAL is also 
being used exclusively in Des Moines for Shredded Wheat adver- 
tising, the Force advertising and the Ivory Soap advertising. In 
fact national advertisers recognize Des Moines as a “try out” city, and 
the Des Moines CAPITAL as the “try out” newspaper. It is big 


enough and comprehensive enough to make a success of any product 


judiciously advertised in this city and State. 


During the first four months of this year, the CAPITAL has pub- 
lished more advertising in six issues a week than any competitor in 
seven issues a week. The total figures for the four months are: 


Capital, . ° - 100,147 inches 
Register & Leader, 97,806 * 
News, ‘ ° : 74,439 “ 


So far as the CAPITAL is concerned, this is 20% gain over the 
same period of 1907. 


LAFAYETTE YOUNG, .  . Publisher 
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ENTERED AS SECOND-CLASS MATTER AT THE NeW YORK, N. Y., Post OFFICE JUNE 29, 1893., 


VoL. LXIII. 


PUBLICITY—AND ADVER- 
TISING. 





BUILT UP 
MATTER, 


OCEAN CITY HAS BEEN 
ON READABLE NEWS 
AIDED BY ADVERTISING, 





Ocean City, as its name indi- 
cates, is a maritime settlement, 
and is one of the progressive sea- 
side resorts with which our coasts 
are dotted. It forms an important 
link in the chain of cities on the 
Jersey Coast, that will presently 
have the shore metropolitanized 
from Cape May to Sandy Hook. 
It is not a dream to regard the 
Jersey Shore as the home of a 
community stretching, in unbroken 
density, over 150 miles of beach, 
with graded streets, electric lights, 
water and every other civic con- 
venience, It is, in fact, fairly on 
the way to realization even now. 
Cape May, Holly Beach, Sea Isle 
City, Ocean City, Atlantic City, 
Brigantine, Barnegat, Beach 
Haven, Seagirt, Belmar, Ocean 
Grove, Asbury Park, Elberon, 
Long Branch and Seabright, are 
the places of mark, many of which 
extend their limits into their 
neighbor, and nearly all of which 
are connected by that real chain 


of modern life—the trolley line. 


These cities have grown up as 
individuals, but they are gradually 
becoming part of a whole metro- 
politan community, which will 
exceed, as indeed it already does, 
any other like community the 
world has ever known, embracing 
the largest number of people ever 
assembled together in pursuit of 
health and pleasure. 

We might pause to regard this 
va8t assemblage as a moral and 
aesthetic problem, if these aims 
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were the only ones in view, but 
the business of providing the 
means of health and pleasure is 
one of the most serious, and 
moreover it is concerned so inti- 
mately with the living subject of 
advertising, that it is a fit subject 
fer consideration in PRINTERS’ 
INK. 

The Jersey shore was adopted 
as a seaside resort because it was, 
in the first place, convenient to 
cosmopolitan life. There were no 
great natural advantages present- 
ed by the strip of sandy island 
that defends the mainland. It 
was an arid, low sandy shore, cut 
here and there by channels lead- 
ing to the shallow interior bays 
that offered neither harbors nor 
ports for shipping. There was 
fishing and hunting along the 
beach, mosquitoes in clouds, good 
bathing in summer, but no other 
attraction, The enterprise of man 
has built it up into beautiful 
cities, redeemed the desert sands 
and created a splendid. and mod- 
ern civilization; and this he has 
done largely by wise, sane and 
liberal advertising, supported of 
course by kindred and associated 
enterprises. There is no finer nor 
better illustration of the value of 
advertising offered anywhere than 
is presented by this group of 
prosperous seaside cities. Nor is 
there any interest that more care- 
fully preserves their methods of 
prosperity,- by maintaining that 
publicity in an attractive and lib- 
eral form. 

Ocean City established itself 
first as a church and religious 
community, inviting the serious- 
minded and barring from its life 
the lighter temptations of a sea- 
side existence. In place of music 
and dancing it had prayer and 
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exhortations, 


improving exercises with 


Gradually 


and as its population grew 


always gone on 


in hotel life, 
volume it only retained the de- 
cencies that its early life instilled. 
Having been wisely and temper- 
ately launched as a city it has 
progressively 
in- the: same channels, and has 


PRINTERS’ INK, 


experience meetings, sermons and 
and mingled these 
the 
ozone of the sea and its bathing. 
it lost a considerable 
degree of this cast of character, 


summer time springs to such fig- 
ures as 15,000, or even 20,000, per- 
sons, who are in no sense excur- 
sionists nor trippers, but people 
spending a real vacation, measured 
in weeks. There is a considerable 
but the most of the 
population of Ocean City is the 
cottage life, which fact gives 
grounds for an estimate of the 
character and class of people who 
visit it, 

In its publicity campaign it had 
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The Brightest Days of Spring 
At the Brightest and Realest Sea- 
shore Resort on the New Jers Jersey Coast 


In no way is the great growth of Ocean City more con- 
vincingly and Abnd 
in the influx of Easter visitors. 


There is a “something” about Ocean City that makes it dif- 
ferent from most seashore resorts—without the meretricious 
glamor of some places, it has a solidity and substantial appeal 
to people who appreciate its health-givin, 
ful oem its cottage life, its cozy, homeli 
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ly indicated than in the annual increase 


influences, its beauti- 
e hotels, its delightful 











Special 
hotels, that will be open, to accommodate Easter visitors. 
An augmented orchestra will render free concerts 
Easter Sunday, Monday and Easter Saturday, in the 
beautiful beach casino, free to all visitors—a feature 
to be found at no other resort. 


arrangements have been made at all the 








Railroad systems. 





Frequent trains on both the Pennsylvania-and Reading 


Upwards of half a million dollars improvements give Ocean 
City a remarkable increase in interest since last year—this is the 
best time of all to rent cattages or to make arrangements for 
your summer vacation. 


Address H. L. SMITH, Ocean City, N. J., 
Philadelphia 


Or Bureau of Information, 602 Bailey Building, 
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never become either immoder- 
ately virtuous, nor, on the other 
hand, immodestly flippant in the 


tempting way open to many 
towns that are reared for health 
and pleasure. The town itself 
stretches out over the upper half 
of seven miles of beach, and oc- 
cupies half a dozen streets paral- 
lel with the sea front. Its popu- 
lation shifts with the seasons, but 
it has a permanent residential life 
of several thousand, which in 


J UST viedelotans EASTER. 








the advantage of older and more 
experienced towns to guide it and 
shape its course. Atlantic City 
was too rich and extravagant to 
furnish .a model; Cape May, at 
that early period, too parsimoni- 
ous; Ocean Grove too strictly sec- 
tarian, and Asbury Park too re- 
ligious, while Long Branch, with 
its race-course and gambling- 
houses, was far too fast alto- 
gether. So there were lighthouses 
set up to warn it against the 
(Continued on page 6.) 
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- Place your Philadelphia 
0 announcements in. the 
‘ paper that every evening 
| goes into nearly every ~ 


Philadelphia home— 


“THe BuLtetin.” 


NET AVERAGE FOR APRIL 


250,152 


Copies a Day 


“THe BuLLETIN’s’? circulation figures are net ; all damaged, 
unsold, free and returned copies have been omitted, 


WILLIAM L. McLEAN, Publisher, 


Epler aecsaahe cor 


New York Representative Chicago Representatives 
DAN A. CARROLL BRIGHT & VERREE 
Tribune Building, New York 





Boyce Building, Chicago 
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shoals of disaster. It could avoid 
them all, and it did. Situated with 
no particular advantage over any 
of these places, it had the same 
natural capital as all of them. 
That is to say, it had the sea, the 
bathing, an interior bay for sail- 
ing and fishing, and the land upon 
which to create improvements. 
Moreover, it even had the decent 
progressive spirit, and its popula- 
tion was recruited chiefly at first 
from the steady and _ healthy 
Quaker towns of Pennsylvania. 
Early in its history it enlisted the 
interest ofa young advertising 
agency, whose chief members, 
headed by Richard A. Foley, had 
begun business as reporters in 
Philadelphia. The other members 
were Leroy M. Williamson, who 
for many years had been manag- 
ing editor of the Evening Bulle- 
tin, and with the Record, and had 
begun his journalistic life as a 
dramatic critic; H. R. Whitecraft, 
one of the star staff of the North 
American; Foster Gilroy and 
Theodore Ash, both of them at 
the outstart of their newspaper 
life writing journalists, as differ- 
entiated from the business end of 
newspaper life. The firm dwells 
upon this feature of their devel- 
opment because they argue that a 
publicity bureau, however thor- 
oughly organized the clerical de- 
tails of its campaign may be, must 
be able to regard the influences 
that work in newspaper offices, and 
have an absolute knowledge of 
their needs in order to secure 
what a resort needs,—publicity. 
So Ocean City, naturally enough, 
took up the correspondence end, 
and the work Foley has done for 
it has been eminently successful. 
The town allows a set sum for a 
regular correspondent. It is not 
much, about $150 a season, but 
this amount supplemented by the 
payment of regular salaries to 
special men who are sent from 
week to week to write a story, 
secures a body of correspondence 
which, in character and amount, is 
not equalled by any other resort. 
By these means the agency main- 
tains a freshness in its seaside 
work, and sees its monotonies with 
new eyes as it were, and gives the 
subject a freshness and erisp qual- 
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ity which does not by any means 
go hand-in-hand with the sub- 
ject. For of all the dull and un- 
interesting subjects that a writer 
ever breathed life into those at a 
seaside resort has the fewest and 
least entertaining features. You 
have only to glance over the 
pages of newspaper space devoted 
to seaside news notes, which 
scarcely anybody reads, to be as- 
sured of this. Nevertheless, the 
Foley Company has _ developed 
this feature to a perfection not 
attained elsewhere. Fetes are re- 
ported, the lights, the evolutions 
of the yachts on Egg Harbor 
Bay, the fishing experiences, the 
long swims, the rare and beauti- 
ful bathing costumes, the music 
programmes; and, in short, all of 
the incidents of daily life in a way 
to make them important and seri- 
ous. Long experience has taught 
Foley and his associates how to 
make these dull subjects at least 
appear interesting. 

But this is only the decoration 
on the real business of publicity 
done for Ocean City, which de- 
pends more certainly upon the 
carefully made statements of the 
advantages the town possesses, by 
reason of the rail communication 
with the big cities, the ease and 
cheapness with which the journey 
to the sea is taken, the economy 
and comfort of living there, and 
the enjoyments to be attained 
when once settled there. To 
spread this sort of knowledge the 
agency used liberal advertising 
spaces, inthe principal newspapers, 
in the early spring. Deeming 
that the summer months would 
take care of themselves in this 
particular, attention was devoted 
to summoning the people to the 
shore at the Easter season. This 
has become indeed the harvest 
period for Summer and Seaside 
resorts, instead of the summer 
months, and in the advertising the 
railways led the way. For ex- 
ample, the Pennsylvania Railroad 
was, for March and April, ex- 
pending $20,000 in 100 line two- 
column bulletins to exploit their 
forty beaches of New Jersey. 
The railroad is strictly impartial 
and spreads the interest from 
Cape May to Seabright, and the 
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road does indeed reach forty sea- 
side resorts between the two ex- 
tremes of coast, which ministers, 
as they say, to “millions seeking 
health and recreation.” 

Incidentally, Ocean City and the 
other resorts can say little of 
special recommendation for them- 
selves that the railway companies 
have not said extremely well, But 
they make a strong bid for popu- 
larity, with their cottages and 
bungalows, furnished and unfur- 
nished, in wide selections, with 
handsome frontages on the sea 
and bay, yacht clubs, board walks, 
trolleys, ocean piers, safe boating, 
and all the inducements that are 
thrown out so attractively to 
summer and winter and vacation 
visitors, 

The publicity of Ocean City 
this year was noticeable by rea- 
son of its artistic accompaniment 
of pictures. There was the Sum- 
mer girl and her escort, and 
groups of people on the board 
walks in rolling chairs, in various 
attitudes of rest and ease, and 
adorning scrolls of flowers form- 
ing a border altogether of a 
nature to attract the eye. These 
advertisements were only run 
during the early spring months 
and will not be followed up dur- 
ing the summer, except by means 
of a well-arranged system of let- 
ters and circulars. The Foley 
Company asserts that there is run, 
as write-up correspondence, from 
two sticks to a column of matter 
inallthe Philadelphia papers daily, 
from February to September, and 
that similar publicity is conducted 
as successfully in Baltimore and 
Washington, Wilmington (Dela- 
ware), Pittsburg and like cities. 
An information bureau is main- 
tained in Washington as well as 
in Philadelphia, and an important 
part of the work has been the 
securing of tenants for cottages. 
The whole business publicity of 
Ocean City is done through this 
agency, but it is well backed up 
by the Board of Trade of the 
town and the real estate men, 
who are progressive, liberal- mind. 
ed people, and lose no opportunity 
to advance the interests of their 
smiling and prosperous town, 

R. E, RayMonp. 











UNDISPUTED. 


It is not disputed 
that Tue Recorp- 
Heratp has a larger 
net sold circulation 
than any other two- 
cent paper in the 
United States, morn- 
ing or evening, and 
it is the only morn- 
ing paper in Chicago 
which freely gives 
information about 
its circulation. 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 











THE TIME TO BUILD UP NEW 
BUSINESS. 


The time through which we are just 
passing is just the time to build up 
new and lasting business. When timid 
advertisers drop out of the papers it 
is the opportunity of the courageous 
business men to push the harder. The 
absence of competition in the advertis- 
ing columns of the papers and maga- 
zines must give the advertisers greater 
prominence and a larger audience. The 
greatest permanent successes by ad- 
vertising have started just in trying 
times, when others _ and _ hesitate, 
pull their horns in and leave to others 
the right of way.—Mail Order Journal. 

— st O 
A LIVELY YOUNGSTER. 

A paper that has the circulation 
like the Mail Order Journal and can 
prove twice, if not thrice, the circula- 
tion of all other similar monthlies 
combined, has to appear regularly to 
retain the good will of its subscribers 
—its best asset.—Mail Order Journal, 
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WHAT ONE HOTEL 
DISCERNS. 


From time immemorial there 
have been many good and useful 
newspapers (and magazines) 
which solicited resort advertising 
on a basis of comparative figures. 
“Last year, in the month of April, 
we printed twice as much resort 
advertising as any other paper in 
our town,” read one paper’s letter. 
Pish! Also tush! Maybe—but 
what about the rate, and is rail- 
road and steamboat advertising 
included, and do both display and 
classified count, in the measure- 
ment, in one paper and not in 
another ? 

Now, why not get right down 
to brass tacks, and say: “Last 
April Mr. Johnston, of the Alber- 
marle, right next door to you, got 
results by using the Dispatch. 
He’s in again this year. You 
know the sort of guests he has. 
If you want that kind, use the 
Dispatch. Just glance over what 
he says.” Testimonials aren't 
hard to get—and long ago the 
patent medicine folks proved the 
worth of local recommendation. 

* * * 

In some places the papers have 
a cheerful habit of printing full- 
page advertisements of some one 
resort—made up of the publicity 
of hotels, transportation _ lines, 
and the Board of Trade, or what- 
ever body may be pushing things. 
And some extraordinarily effec- 
tive advertising has been done, 
not only attracting present atten- 
tion but building up business for 
the future. The solicitor who can 
work up such business needs 
ideas, 

The same general scheme has 
been used successfully by an east- 
ern paper, which selected half a 
dozen popular trolley trips, a 
hundred miles long, and lined up 
the hotels and trolley people for 
quarter-page advertisements, run 
each Sunday to develop travel 
during the early part of the week. 
The advertising had a touch of 
the “spend your vacation at home, 
in comfort, and yet enjoy travel- 
ing’ argument. it was effective. 

* * 





MAN 


Resort editions aren’t as popu- 
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lar as they once were—possibly, 
on the principle that you can fool 
very few advertisers all the time. 
The steady plugging, day in and 
day out, is what seems to count. 
The big editions attract attention, 
of course, but there is so much 
competition that the average 
pocket-book doesn’t have as good 
a show as in more peaceful days. 
And the newspapers, as one or 
two managers admit, find that 
the advertisers expect great things 
of the special splurges, and their 
disappointment re-acts unfavor- 
ably on general business. 

* * * 

A Pittsburg daily, so the story 
runs, jumped its resort business 
from nothing to a column and a 
half a day by the simple and 
time-honored expedient of using 
strong follow-up letters and cir- 
culars, beginning the series in 
February and continuing until 
July. The subjects to be dis- 
cussed, and the letters, were all 
worked up several weeks in ad- 
vance, and when the campaign 
started it was worked thoroughly 
by personal solicitation. But the 
major part of the credit is given 
the never-ending letters. 

* * * 


Wilmington, Delaware, is twen- 
ty-five miles from Philadelphia, 
and Mr. Denis said his Atlantic 
City hotel was sufficiently adver- 
tised by two Philadelphia papers. 
“Everybody in Wilmington, that 
I want to reach, reads one or the 
other of those papers,” he said, 
“so I guess I’ll try to worry along 
without your paper.” But the 
solicitor wasn’t to be deprived of 
his commission. He got a fairly 
complete list of the Wilmington 
folks, who had been paying guests 
of Mr. Denis, in the six months 
back. Then he got the morning 
carriers in Wilmington to check 
the list and see which Philadel- 
phia papers the people read. Mr. 
Denis gave that Wilmington man 
an order, and the paper carries 
his business to this day. 

o: * * 

A good many newspapers and 
magazines have had Travel Bu- 
reaus, Where-to-Go Departments, 
etc., and have found them more 
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or less helpful, depending on how 
things were worked. With news- 
papers generally, the expense of 
operation cuts into advertising 
profits so heavily that such de- 
partments are not maintained ex- 
cept in name. Real service is 
given in some cases, but, in the 
majority of cases, the individual 
can do more for himself—and 
have ail the fun besides, Pretty 
mostly, people really enjoy fuss- 
ing over “Vacation Guides,” such 
as are issued by the railroads 
nowadays—the old-time theory of 
the joys of anticipation applying 
with full force to planning pleas- 
ure trips. One or two magazines 
have solved the problem very sat- 
isfactorily, by handling individual 
cases aS they come up. One 
magazine, for instance, offers the 
help of its ‘Readers’ Service” De- 
partment (which looks after all 
queries from subscribers), and 
thus sees that its subscribers get 
real service, promptly. Another 
magazine has found that it had to 
cut out a lot of this free service 
to make the hotel and resort busi- 
ness pay—and was somewhat 
astonished to find that its volume 
of business was hardly affecte 
by the change! 
* * * 
Meanwhile, some of the old- 
timers go on carrying a large vol- 
ume of profitable business at stiff 
rates—merely, as one may _ say, 
because they give results, Glance 
at the Outlook, for instance—it 
is enough to make almost any 
advertising man envious—or at 
Country Life in America—or at 
the New York Herald—or the 
Philadelphia Press. And there is 
one thing apparently true in every 
instance: the resort medium is a 
quality magazine, or newspaper, 
as the case may be—in the case of 
the magazines it is almost a class 
publication that does the best. 
* * 


The manager of a Lakewood, 
N. J., hotel says it this way: “For 
quick results, at low cost, give me 
the newspaper. If you can wait a 
little longer for good trade, use 
the magazine, too. But don’t try 
the magazine alone; you can’t 
stand the strain. Big space is less 
necessary, than steady hammering. 
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45,226 
Want Ads 


were printed in the Des Moines 
REGISTER AND LEADER during 
January, February, March and 
April—nearly as many want adsas 
any two other Iowa newspapers 
carried during the same months. 











“The volume of classified advertising 
carried by a newspaper is a record of a 
popular vote upon the comparative adver- 
tising values of the daily newspapers of a 
city. The paper that secures the largest 
proportion of these small announcements 
never fails to be the one that is closest to 
the hearts of the people.”"— Printers’ Ink, 


THE REGISTER AND LEADER 


Average Circulation April, 1908, 
Net Paid. 


31,095 Copies. 

















I'd rather have six lines every 
day than fifty on Sunday. And 
change the copy often—if you 
have only three good ads, then 
alternate them, Try to find some- 
thing to say, truthfully, that no- 
body else in your field can say.” 


—_—+or——— 

AS THE “FOURTH ESTATE” SEES 
> F.. KING EIGHTEEN 
MONTHS AFTER. 

The superintendent of police of Bos- 
ton, William H. Pierce, on May 2 is- 
sued a circular asking for the arrest 
of Cardenio F. King, who formerly 
published the Boston Tribune and 
who disappeared February 22. The 

circular said: 

“We hold a warrant charging King 
with thirty-one counts of larceny, 
amounting to $25,338. He _ received 
money to buy stocks, which he failed 
to do. If located, arrest, wire me and 
we will send officer with necessary 
papers for him.” 

The schedules of the King liabilities 
and assets were filed last week in the 
United States District Court at Bos- 
ton by Charles A. McDonough, coun- 
sel for the petitioning creditors. 

The schedules are correct only so 
far as the creditors have been able to 
discover and represent King as having 
liabilities of $297,881.35 with nominal 
assets of $13,668.78. 

All of the liability is set down as 
unsecured and is distributed among 
about 400 creditors.—Fourth Estate, 
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THE MAGNETIC POWER OF 
ONE. 


A man in the street paused at 
a haberdasher’s window in which 
were displayed some shirts and 
cravats. All the shirts were .of 
one design, and all the cravats of 
one color, to match. He paused 
3 long enough to be reminded that 
he wanted a new cravat or two, 
and something about like those in 
the window. Then he went on. 

A block .further down he had 
arrived at the point where he 
thought he might as well get that 
cravat now, while he was about 
it, and then it would be off his 
mind. So he went into another 
haberdasher’s whose window was 
crowded with cravats, shirts, 
socks, suspenders, collars and 
pajamas of all colors, 

“Something in neckties?” said 
the salesman. “Certainly, Do 
you want a four-in-hand? Here 
are some at a dollar, some at 
fifty-five cents, some at thirty- 
five. We have neat bow ties in 
all colors from twenty-five cents 
up. Perhaps you prefer a knit 
tie? How about an ascot?” 

In thirty seconds he had strewn 
over the counter fully a dozen 
boxes of neckwear. That puzzled 
the man who wanted a cravat. 
He hesitated between three things 
—price, color and style. While 
he was hesitating the salesman 
shattered what remained of his 
faculty of attention. 

“We are having a special sale 
of half-hose to-day,’ he contin- 
ued, suavely. “Regular fifty-cent 
goods marked down to three for 
a dollar. I can give you half a 
dozen for one-eighty-eight or a 
dozen for three-fifty. All colors 
—pick ’em out.” And on top of 
the cravats he displayed socks in 
a dozen boxes. 

That finished the customer’s at- 
tention-faculty. Down street he 
had wanted a cravat of the kind 
he saw in the window; up here he 
didn’t know what he wanted. 
That display of one kind of 
cravat had centered his attention 
on one, and roused his desire. Up 
here they centered his attention 
on the whole shop, and his at- 
tention wasn’t big enough to an- 
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alyze the assortment and make a 
choice. The man who has an 
attention-faculty that can be de- 
pended upon to act in such a 
quandary is exceedingly rare. So 
eventually the man took what was 
left of his mind and went back to 
the shop with one in the window, 
and bought three cravats just 
alike. Then he bought three of 
the shirts that were shown with 
the cravats, because in going back 
he had had another look at them. 

Merchandise must be sold with 
a little legerdemain. Just as the 
conjurer forces upon a spectator 
precisely the card he wants him 
to hold, so the skilful merchant 
and salesmen force goods by dis- 
playing one. Many merchants 
fancy that it is best to aim to 
please. But it isn’t. What sells 
goods is forcing the card and 
making decisions for the custom- 
er. Putting goods in the win- 
dow sells them. Every business 
man knows that. It isn’t the 
fact that the stuff is in plain sight 
that sells it, however, but because 
the window, properly dressed, 
makes decision for the customer. 
Instead of coming in to look at 
some cravats, he comes in and 
says he wants that one, and noth- 
ing is likely to change his decision. 

This principle of forcing the 
card applies much more broadly. 

hat makes periodical adver- 
tising profitable? 

Most business men would say, 
“Why, it informs people about 
goods.” And so it does. But 
look over the newspapers a d 
pick out the widely-known com- 
modities, In ninety-nine cases out 
of the hundred the successful 
specialty is advertised as one. 

It isn’t how much you show the 
prospect that helps him make a 
decision and a purchase, but how 
much you can keep out of sight. 
This is a world fairly crowded 
with commodities. The mind re- 
coils from the thousand pages of 
a mail-order catalogue, and is be- 
wildered by the sixty-seven de- 
partments of a Sixth Avenue 
store. So the mail-order house, 
when it wants to send the cata- 
logue, advertises safes, bicycles or 
family tombstones alone. One is 
the entering wedge. Likewise, 
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the department store is laid out 
with reference to displaying one. 
In the gas-range section they 
show you how a toaster works, 
and in the grocery department 
they give you a cup of cocoa. 
Special offers, demonstrations and 
samples bring goods to the atten- 
tion. Every business man under- 
stands that. But they force the 
card, too, and make the decision; 
and this is a point that fewer 
business men understand, 

Run over the advertised com- 
modities that you can bring to 
mind, or else look them up. How 
many manufacturers are exploit- 
ing even as many as two distinct 
products? Very few indeed, No 
matter how many different things 
are manufactured, it is one that 
leads, and is known. This one 
introduces the rest. Sometimes. 
Again, it doesn’t. Many the 
maker of a world-famous specialty 
who has little-known products. 
Many the auxiliary product that 
has failed when the manufacturer 
tried to tack it onto the tail of his 
publicity kite, and sometimes the 
kite itself has been set wobbling 
or been brought down. 

The psychology of one is very 
simple and definite. It always 


‘works because it is human nature. 


Throw the entire contents of a 
department store at a man, and 
you are dealing in generalities. 
But take him into the house. 
furnishing department and show 
him a kitchen cabinet, and you 
are dealing specifically. You are 
talking business. He wants one 
for his wife. Let nothing inter- 
vene while he is getting his at- 
tention on it, and when he its at- 
tending don’t for the world dis- 
tract him by showing something 
else. Do it in the window. Do 
it in the newspaper, the street 
car, the magazine. Work with 
the natural habit of the human 
mind instead of against it. 





FIGHT IN THE NURSERY. 


The Mail Order Journal has, unlike 
all its imitators, appeared for eleven 
years on the first of each month. It 
has never waited like the other month- 
lies claiming to be devoted to business 
and advertising problems, until it had 
enough advertising to come out.— 
Mail Order Journal. 
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WHO IS AT FAULT? 


Two forms of waste are con- 
spicuous in the advertising and 
selling literature of many con- 
cerns, whose business is perfectly 
gronstned on almost every other 
ine. 

One is the expenditure of 
money, in large sums, for space 
in periodicals which fail to bring 
returns, because the character and . 
distribution of their circulation is 
such that they are not adapted to 
the needs of these advertisers. 

The other is the purchase and 
distribution of vast quantities of 
printed matter, so poorly planned 
and imperfectly executed that it 
lacks in every business-getting 
attribute, and proves to be an 
utterly useless expense. 

The responsibility for the dis- 
position of advertisers to throw 
away money in publications not 
suited to their needs, and in print- 
ed matter that has no power to 
make sales, is one which has rest- 
ed equally on several closely con- 
nected interests, 

For the tendency to “try out” 
publications, regardless of evi- 
dence that they are fitted for the 
advertising in question, perhaps 
there is no one thing so much to 
blame as the “non-service” adver- 
tising agency, with its combina- 
tion list of doubtful mediums and 
its lack of knowledge of the in- 
side facts about publications gen- 
erally. 

The use of ineffective printed 
matter has been largely the re- 
sult of the activity of the “cut- 
rate” printer who agrees to do 
work at a ridiculously low figure 
—at a price which absolutely pro- 
hibits the employment of any con- 
structive ability in its production, 
and which causes the high-class 
printer to cease to compete for 
the work of the house which buys 
it. 

But the “non-service” agency is 
rapidly losing its hold on the ac- 
counts of practically all successful 
houses, and is becoming a memory 
of the dark ages of advertising. 
Likewise, the printer who was 
forever and always taking the job 
at a figure just a little lower than 
the other fellows is working his 
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way off the business stage, via the 
bankruptcy exit,and his influence 
is becoming less and less notice- 
able. 

Most of those who will read 
this article are familiar with the 
continued success of a score or 
more of strictly service agencies, 
in competition with the fellows 
who cut rates and split commis- 
sions in lieu of service. There 
have been any number of recent 
successes among printing houses 
operating on the service line. A 
big department store has lately 
had produced 20,000 announce- 
ments at a cost of fifty cents each 
—and got their money’s worth. 
This would have been inconceiv- 
able a few years ago. 

Still the slaughter of the ad- 
vertising innocents goes on. The 
new man in the game gets stung 
one-half to three-fourths of his ap- 
propriation, especially if he places 
his business direct. The agency 
that looks out for the interests of 
its customers, rather than for its 
own immediate gains in the way 
of commissions, has constantly to 
guard them against the persuasion 
of the solicitor representing papers 
which cannot possibly do them 
any good. <A vast volume of 
printed matter continues to be 
bought and circulated without re- 
sults. 

Who is most to blame? While 
giving the non-service agency and 
the non-service printer all the re- 
sponsibility to which they are en- 
titled, I am led to the conclu- 
sion that, at the present time, the 
more powerful influence for bad 
in the premises is that of the pub- 
lishers of periodicals in the mar- 
ket for general advertising. The 
methods used by the greater part 
of the publishers, in seeking busi- 
* ness, in evidence day by day at 
my office or the offices of my 
clients—both as regards solicitors 
and correspondence—amply sus- 
tains my conclusion. 

Not one in ten of the solicitors 
who come to see me know where- 
in his publication is calculated to 
benefit my customers. Mighty few 
of them know anything more 
about their propositions than the 
circulation, rate and various ob- 
vious details. The great and vital 
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factors of character and distribu- 
tion of circulation are closed 
books to them. The letters and 
printed matter sent me by publica- 
tions are even less informative, 
to say nothing of its vast unat- 
tractiveness and distinctly repell- 
ing form, in so many cases. The 
advertising departments of all 
but a few leading mediums, the 
cause of whose prosperity it is 
not difficult to ascertain, seem to 
be utterly divorced from the cir- 
culation departments, and scarcely 
acquainted even with the editorial 
plans and purposes, 

The psychological effect of all 
this on the advertiser is infernally 
bad. He is getting good returns 
from a few good mediums, and 
has money to spend for equal re- 
sults from other publications, In 
the bunch that are after his busi- 
ness there aren’t any, however, 
which can tell him why they may 
reasonably be depended upon. to 
“make good” on his account. So 
he regularly adds a dozen or a 
score or a hundred to his list each 
year—only to drop nine-tenths of 
them next time. Similarly the ad- 
vertiser sees a constant stream of 
poor printed matter from  pub- 
lishers, and is influenced uncon- 
sciously to buy the same brand 
—except he be acute enough to 
figure it out that since it doesn’t 
appeal to him it won’t appeal to 
his trade. 

We are constantly fighting to 
get our customers into periodicals 
which we know will pay them— 
generally our knowledge based 
on investigation made without the 
co-operation of the publishers, 
Often we fail, to the loss of 
everybody concerned, because the 
publisher and his representatives 
don’t know enough about their 
own medium to back up our 
efforts intelligently. With equal 
persistence, we are compelled 
to fight to keep our customers 
out of mediums’ which we 
know cannot possibly do them 
any good—but the solicitors 
for which are so _ profuse in 
promises that it is hard for the 
advertisers to turn them down. 
Often we have to fight against a 
medium on an account it has gone 
for with great energy, if little dis- 
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cretion, and urge it on advertisers 
whom its solicitors have neglect- 
ed in their ignorance, 

Any periodical, or newspaper, 
for which one thousand or more 
American people will pay two-bits 
or upward a year has a con- 
stituency of sufficient buying pow- 
er in certain fields, to make its 
advertising columns profitable to 
the publisher and to advertisers 
who need to reach these fields, If 
the publisher would only get ac- 
quainted with his people and pre- 
sent his medium properly, to ad- 
vertisers who wish to get ac- 
quainted with them, how happy 
and prosperous would be their re- 
lations! Instead, the publisher of 
a labor-union paper begs for au- 
tomobile advertising, and the sol- 
icitor of the banker’s magazine 
clamors for rubber-coliar copy! 
The former ignores the rubber- 
collar account and the latter 
passes by on the other side of the 
automobile appropriation. 

Once in a while, to be sure, 
there is found a_ publisher who 
knows his proposition thoroughly 
—knows it so well as to be aware 
of the classes of advertising which 
it cannot carry to the profit of 
the advertisers. One shining ex- 
ample of this kind of knowledge 
is given in a letter which came 
to my desk this morning, from the 
publisher of a comparatively un- 
known class journal, reaching men 
almost exclusively, giving me the 
address of a new advertiser wish- 
ing to reach women. My good 
friend had been keen enough and 
fair enough to say that his jour- 
nal couldn’t possibly do this ad- 
vertiser any good. The big fel- 
lows do this kind of thing right 
along, of course, but it is dis- 
tinctly refreshing to run across it 
in the practice of smaller publica- 
tions. 

Get acquainted with your prop- 
ositions, and organize your solicit- 
ing campaigns accordingly, and 
you'll help the advertiser, help the 
agent and put gold dollars in your 
purse. You will find every keen 
advertiser and every up-to-date 
agent ready to talk to your men 
when your men have facts of ap- 
plication to present instead of 
glittering generalities. And, in 


the name of all the gods of ad- 
vertising, shut off the flood of 
“bum” printed matter that de- 
luges us day by day! Tell us 
your story in the trade ‘journals 
and in legitimate advertising 
channels, ‘“following-up” with 
decently printed stuff in modera- 
tion, and we will welcome it in 
proportion as it hits the spot; but 
give the paper trusts a blow, and 
relieve us by cutting out the mass 
of stuff that only makes us sore 
on your propositions by its very 
ugliness and inefficiency! 
JEFFERSON THOMAS, 
—__+or__—_— 
FREE SAND. 


One of the cheapest of commodities 
is sand, yet even sand can be used as 
a_ premium with good results. A. D. 
Matthews’ - Sons in Brooklyn advertis- 
ed as follows: “A sand pail and all 
the Coney Island sand you want to 
carry in it for sc. Free sand for 
children to play with at home with 
any purchase in the Toy Department. 
One woman came in yesterday and said 
that the little pail of sand she had 
taken home on Monday kept her little 
girl quietly and contentedly at play 
for hours, while she, the mother, had 
enjoyed hours of rest as a result, The 
sand is free with any purchase in the 
Toy Store.”—Merchants’ Record. 











ALL OF THIS IN 
ONE ISSUE. 


We wish every business man in 
Troy could read PRINTERS’ INK 
each issue. It is full of informa- 
tion and suggestions of value to 
every merchant, wholesaler, manu- 
facturer or anybody interested in 
advertising (and who is not?) In 
the current issue is an article on 
the commercial value of an adver- 
tised trademark, another telling 
how Tom Johnson has made his 
great bank a success by advertis- 
ing, a third on increasing sales by 
putting up goods in attractive 
packages, a fourth on advertising 
a wholesale grocery from which 
every retail grocer can get valu- 
able pointers. The time element 
in bargains, advertisement criticism 
and example, and many other 
timely pointers, make this issue a 
valuable one for a LIVE adver- 
tiser.— Zroy, Onio, Record. 

















ONLY ONE. 


(OO) 


After devoting careful consid- 
eration to all the claims for the 
so-called Gold Marks which were 
received during the year, the Di- 
rectory editor reached the de- 
cision that none of them was quite 
strong enough to persuade him 
to award these symbols. It is the 4 
policy of the Directory to go slow 
in according the Gold Marks, and 
unless a claim is exceedingly con- 
vincing it does not receive favor- 
able consideration. 

One paper was accorded the 
badge of honor, however, which 
had not made application, and this 
was the Richmond, Va., Times- 
Dispatch. This brings the total 
number of Gold Mark publica- 
tions up to 121, the complete list 
of which is given below: 


NEWSPAPERS, 
New York Sun (morning) ...... a 
BT Be Bo nies 0 snc0ses 0s ca0v0e¥eee eB 
PE EE EIS os ck woven seven vceseste¥ed dD 
New York Herald .. 
Biber Wart TACHA cs sicccvicskcnccces S 









UE TORK TEIMORES .. occ cecccnceceves Pe i 
Mew York Tribune. oie. csccccccccee weeks 
New York Evening Post............seee08 D 
New York Journal of Commerce.. ae 
New York Staats-Zeitung.........seeese0s D 
New York Staats-Zeitung.......sesseeeees S 
New York Law Journal...... FOS 000500008 D 
Brooklyn Eagle ....ccccccsccccccccces cooeD 
ORI REND: cowbc ce enbednseveeetsdees S 
Chicago Tribune........+++ Swbbebsicss tupxe D 
PRMERIN PEOEB 00s cvecccstsccosescoscs D 
Philadelphia Public — Bi svewseuensate D 
Pittsburg Dispatch...200.000cceeerses eves D 
Boston Evening T ranscript sue ie: power we 
Baltimore Sun....ccccse.sccecees ue ventas 

Buffalo Commercial ... ...-.s.scscsescsce D 
Buffalo Express......++++e:. Socccecccesece D 
Buffalo Illustrated Express..............+ S 
Rochester Post-Express......... me i 
Cincinnati Enquirer .... .-D 
Cincinnati Enquirer ....... ssesdeehove oS 
ee rer D 
New Orleans Picayune...........sseeeeeee D 
New Orleans Picayune........-+essseeeees S 
New Orleans Times-Democrat ............ D 
Milwaukee Evening Wisconsin..«......... D 
ne Journal... cccccccccccevcses D 
St. Paul Pioneer Press......cccceos-sevese D 
Washington Star.........sssccscccssees oo D 


Louisville Courier-Journal... 
Louisville Courier-Journal... 
St. Louis Globe-Democrat... 








Providence Journal.......... . 

Providence Journal., teanvigvnesiansceteral 
SEREIOT AOR os ono n20p s +04608 400808 D 
Springfield (Mass.) Republican... bones cwdnccee 
Springfield (Mass.) Republican............ S 
Worcester L’Opinion Publique ........... D 
Charlotte (N.C.) Observer......... ...... 


Charleston News and Courier.. 
Columbia State... P 
Columbia State... cvvscccsseescocees.. 
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NEWSPAPERS—continued, 

Atlanta Constitution...ccccscecccsssecsecs D 
Augusta Chronicle......... eon crease ecece . 
Savannah Morning News....ecscseee- sees 
Sse eg nad Times-Union.,.... svc centies D 

allas Morning News ........... scesseee D 
GGRIVORION TROWB 50. ccc ccceccccescces coool 
Mobile Register...........0000+ Seb¥iancwbe D 
Montgomery Advertiser .........sseseeees D 
Lewiston (Me.) Evening Journal..........D 
Lewiston (Me.) Journal ...............00. WwW 
Norfolk (Va.) Landmark.............+000. D 
Portland Oregonian ....00.......20008 ees D 
Seattle Post-Intelligencer........... tbaae D 
Petersburg (Va.) Index-Appeal ....... bees 
Petersburg (Va.) Index-Appeal..... WTTTD..d 
Richmond (Va.) a: EE 

Halifax (N.S.) Herald......... oooD 
London (Ont,) Free Press D 
Toronto (Ont.) Globe ........scccccesceees D 

CLASS JOURNALS, 

Commercial Bulletin, Boston ......... coo 
Manufacturers’ Record, Baltimore........ WwW 
Tradesman, Chattanooga bakes oegiiceeoe's tee 
Railroad Gazette, New York...........+6 W 


Engineering and Min. Jour., New York...W 
Engineering Magazine, New York........M 


Engineering News, New York.......... med 
Engineeri Weta Ne New Yorks... .0..5s08 WwW 
Electrical World, New York....... sun ste WwW 
Electrical Review, New York ..cecssseoes WwW 
Street Railway Journal, New York...... WwW 
eg Age, New WAN gc sesehins is «cake WwW 

Am. Wool and Cotton Reporter, Boston...W 
Grain Dealers’ Journal, Boston.......... S-M 
Furniture Record, Grand Rapids.. ML 


Real Estate Record and Builders’ Guide, 
New York 





Architectural Record, New York.......... M 
Carriage Monthly, Philadelphia ve neees veeell 
Northwestern Miller, Minneapolis........ WwW 
American Machinist, New York..........W 
Machinery, New Rig sc scccantee esuees M 
Inland Printer, Chicago....... .... oan 
Bakers’ Helper, TONED <ccnnvaneres —<—- 
Confectioners’ Journal, Philadelphia....M 
Boot and Shoe Recorder, Boston........ Ww 
Fibre and Fabric, Boston................. WwW 
Textile World Record, ce EE ee M 
Shoe and Leather Gazette, St. Louis...... WwW 
National Druggist, St. Louis. .........M 
Dry Goods Economist, New York........ WwW 
Apparel Gazette, Chicago.............5 S-M 
Crerand’s Cloak Journal, New York...... M 
Hardware Dealers’ Magazine, New York..M 
Keystone, Philadelphia...... ee eo M 
Country Gentleman, Albany... ..... sooo 
Farm Journal, Philadelphia pages Sues evne M 


Hoard's Dairyman, Ft. Atkinson, Wis....W 
American Thresherman, sh New ¥ Wis....M 







Maritime Register, New Yor 
Pilot, Boston 


Army ard Navy Journal, New York,.... M 
Scientific American, New York........ ooW 
Clipper, New WAM Fiias cck os chek sac: Ww 
Dramatic Mirror, New York 222.72! mf 
Vogue, New SRE “one 
i 

WwW 


Churchman, New York..........+65 coven 
MAGAZINES. 
Forest and Stream, New York............ WwW 
Safe, Mew Voetk.......0ve0:00 SWasebeeeeta WwW 
Nation, New York..... .. Coes eeevccece W 
Atlantic Monthly, Boston........... ee M 
Century, New York....... Cebasuss sessed M 
Country Life in America, New York. .M 
Harper’s Weekly, New York.........+++ WwW 
Harper’s Bazar, New York ............. M 
Harper’s Monthly, New York,...........M 
_ oo 


Great is environment! The better the 
surroundings you provide for your 


> clerks the better the work they will do. 








PRINTERS’ INK. 





NOW READY 


ROWELL’S 
American Newspaper 
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Directory 
1908 Edition 


The book has been carefully revised, 
and is the only work published which 
contains complete and accurate infor- 
mation, brought down to January 1, 1908, 
regarding the newspapers and periodi- 
cals of the United States and Canada. 
The present volume is the Fortieth 
Annual Edition. that has been issued, 
each under the personal supervision of 
Mr. George P. Rowell. 

The price of the Directory is $10.00, 
expressage prepaid. 





THE PRINTERS’ INK PUBLISHING CO. 


10 Spruce Street, New York 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1907 issue of Rowell’s American Newspaper Directory, have submitted for 
that edition of tne Directory a detailed circulation statement. auly signed and dated, 


also from publishers who for some reason 


failed to obtain a figure rating in the 197 


tory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 196 issue of the American Newspaper Directory. Cir- 
culation figuresin the RoLL or Honor of the last named character are marked with. an (> ). 





These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 





The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Birmingham, Ledger, dy. Average for 1907, 
21,861. Best advertising medium in Alabama. 


Gadsden, Evening Journal, dy. Arerage 7907, 
2,468; largest in Alabama north of Birmingham, 


Montgomery. Journal, dy. Aver. 1907, 9,464, 
Tae afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1907, 6,519. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 
Fort Smith, Times. Dai/y average 1907, 4,188. 
Largest circulation in city of 35,000, 


Little Rock. Arkansas Gazette, morning. 
1907 average 18,427, The State paper. 


CALIFORNIA. 
Oakland, Enquirer. Average 197, 
28,429; March, 1908, 49,208, Largest 
circulation in Oakland guaranteed. 


COLORADO. 


Denver Post Circulation—Daily 59,606 
Smne tears Tell RESULTS 

2 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
GUAR ? Rowell’s American News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


Brid, Evening Post. Sworn daily, year 
1907, Me SET sworn dntie, March, 12,498. 


Bridgeport, Morning Telegram. daily. 
ve or April, 1908, sworn, 12,251 





You can cover Bridgeport by using 
Telegram only. Rate, i}¢c. per line, flat. 


Bridge ort, Standard, evening. Actual aver- 
age 1907, 6,200 copies. 

Meriden. Journai, evening. Actual average 
for 1906, 7,580. Average for 1907, 7,748. 





Meriden. Morning Record and_ Republican. 


New Haven, Evening Register,dy. Annual 
sworn aver, Jor 1907, 15,720; Sunday, 12,104, 





New Haven, Leader. 1907, 8,727. Only ev’g 
Republican paper. J. McKinney, Sp. Agt. N. Y. 

New Haven, Palladium, dy. Aver. ’06, 9,549; 
1907, 9,570. EB. Katz, Special Agent, N.Y. 


New Haven, Union.’ Average /907, 16,548, 
£ Katz, Special Agent, N. Y. 


New London, Day, ev’g. Aver. 1906, 6,104; 
average for 1907, 6,547; March, 19/8, 6,708. 





Norwalk, Eveniny Hour. April circulation 
exceeds 8,500. Sworn statement turnished. 


Nerwich. Bulletin, morning. Average for 
1906, 6,559; 1907, 7,208; January, 1908, 7,488. 


Waterbury, Revublican. Av. 1907, 6,888 
morn.; 4,400 Sunday. Feb.,’08, Sun., 5,022, 
DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1907, 85,486 (O©). 
FLORIDA 


Jacksonville, Metropolis,dy. Average 1907, 
10,880. EH. Katz, Special Agent, New York. 


Tampa, Tribune, morning. Average 1907, 
12,516. Largest circulation in Florida. 





GEORGIA. 


Atlanta, Journal, dy. Av. 1907, 51,144, Sun- 
day 56,882. Semi-weekly 68,275. The Jour- 
nal covers Dixie like the dew. 


IDAHO. 


Botse, Evening Capital News, d'y. Aver, 1907, 
5,868; Actual circulation, Dec. 1907, 6,070, 


“ILLINOIS 


Aurora, Daily Beacon. Daily avi e for 
1906, 6,454; 1907, 6,770; 4 months, 1908, 7,089, 


Champaign, News. Guaranteed larger circu- 
lation than all other papers published in the twin 
cities (Champaign and Urbaua) combined. 
Chieago, The American Journal of Clinical 
Medicine, mo. ($2.00), the open door to the Ameri- 
can Doctor, and through him to the American 
Public. Av. circul’n for past 8 years, 40,000, 


Chicago, Breeder’s Gazette, weekly. $2. Aver. 
circulation for year 196, 70,000. For year 
ended Dec, 25 1907, 34,2755. 4 mos. '08, 34,889. 


Chicago, Commercial Telegraphers’ Journal, 





Daily average 1906, %,672; 1907, 7,769. 


monthly. Actual average for 1907, 15,000, 


' 
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Chiengo. Dental Review, mene. ane 


- average fur 196, 4.0013 Sor 1907, 4,0 





Chieago, Journal Amer. Med. Ass’n. weekly, 
Av. for ’07, &5%,21%; Jan., Feb., Mar.,’08, 58,087. 

Chicago, National Harnes: Review, monthly. 
5,000 copies each issue of 1907. 


Chicago, Kecord-Heraid, Average 1907, dail 
sunda 216,464. It is not dispute 


151,564; 
that The bhi ecord-Herald has the largest 
Ss paid circu ation of any bare ae newspaper 


in the world, morning or even! 
bea The ab 


lot, 


corr of the latest 
circulation rating accorded 
the Record-Herald is guaran- 
eed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circuiation in the world. and the largest cireula- 
tion of any morning newspaper in Chicago. ‘ihe 
‘TRIKUNE is the onty Chicago newspuper receiv- 
ing (OO). 


Galesburg, Republican-Regicter. 
Exam. A. A. Bea. ver. 50% more than B . pry 
Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation for 1907, 
1,659. 


INDIANA. 
Fvaneville. Journal-News, Ar. for 1907, 18,- 
188, Suudays over 18,000, E. Katz, 8. Pie 2. 
Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1907, 26,112, 
Princeton, Clarion-News. daily and weekly. 
Daily averaye 19/7, 1.57%: weekly, 2,641, 
Richmond, The Evening Item. daily. Sworn 
average net paid cir. for 12 months ending Dec. 
3/, 197, & 089. More rural route subscribers 
than any paper circulated in Wayne County. 
The Item coes into 8 per cent of the RicLmond 
homes. No street sales, Uses no premiums. 
6@ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 
South Rend. Tribune. Sworn arerage Mar. 
98, 9,778. Absolucely bestin South Bend. 


IOWA 

Burlington, Hawk-Eye, daily. Aver, 1907. 
8,987, “All paid in advance.” 

Davenport, Times. Daily aver. Apl., 14,028, 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 

Des Moines. oa. daily. ae ette Young. 
Puvlisher. Circulation for 1907, 582. late 
70 cents per inch, flat. If you wine ter business 
in Iowa. the CAPITAL will get it for you. First in 


everything. 
KANSAS. 


Hutchinson, News. Datly 1906, + ean 1907, 















4,670. H. Katz, Special Agent. B. 
bere World, daily. a, daily. Actual average for 
1907 
Pitteaburg, Headlight, dy. and Average 
1907 daily O22 a wehig 5,547. et 
KENTUCKY. 
m, Leader. Av. 06, evg. 5,157. Sun 
6.4081 for ul, coc'g, 5890, Sy. Pik. Ee Kate. 


MAINE. 
Augueta. Comfort. mo. W. A Gannett, pub. 
Actual average for 1907, 1,294,488. 
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‘usta, Maine ae wt w'kly. Aver. for 1907, 
ake: Rates low; recognized Tae inoat ium. 
Bangor, Commercial. Ave Average for 1907, dail 
10,018; weekly, 28,422," " ee 
Phillips. Matne Woods and SS eats. 
4, W. Brackett Co, Average Sor 197, 8,012, 
Portland. Evening Express, Arera _ 1907, 
daily 18,514. Sunduy Teleyrum, 8, 


MARYLAND. 
Baltimore, American? Daily average for 1907, 
75,652; Sun., 91,209. No return privilege. 


Bolsimere, News. daily. Evening News Pub- 
lishing Company. Average 1907, 7%,748. For 
April, 1908, 90,424, 

The absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
— of Rowell’s American 

lewspa, Directory, who will 
one hundred dollars to the 
Jivst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS, 


Boaton,. Evening Transcript (O®©). Boston's 
tea taole puper. Largest amoant of week day adv. 


Keke kt 


Boston, Globe. Average 197, daily. 181,844; 
Sunday 808,808, Largest circulation daily of 
any two cent paper in the Onited States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


10.0.0: 0:0-4 


Human Life, The Magazine About Teop!e. 
Guarantees 


ees and proves 0 er 200,000 copies m th'y, 





aton, Post. Average 1907, 


Bos 
galty, 248,980; Sunday, 
* 


26,768, Not over two morn- 


ing ve rs in the country 
this circulation. In- 
eluding morning, evening and 
Sunduy papers in comparison, 
not over six American news- 
pavers gop approach the circula- 
ion of the Daily and Sunday 
Sane of The Bost: ‘on Post. 
Grow with us in 1908.’ 
Item. Daily sworn av. yea 

1907, average, 16,522, The 
peel family paper. Circulation unapproached 
in quantity or quality by any Lynn paper. 

Worcester, Gazette, eve. Av. 1907. 14,682 dy 
Largest eve. cire’n. Wi orcester’s ‘‘ Home” paper, 

W oreeater. L’Opinion Pun ue, dail . 
Paid average for 1907. 4,58 tia re 

MICHIGAN. 

Bay City, Times, evenin Average for 
1907 11,064 copies, daily, gu p—— TO att 

Jackson Patriot, Avera Average Feb. ’08, daily 

8,858, Sunday 9,848. Greatest net circulation. 

Saginaw, Courier-Herald. mip. only reg 
paper; aver. for 1907,14,749. Exam. by A. A. A. 


maw, Evening News. daily. Average for 
1907, 0,587; April, 1908, 19,662, “ 


MINNESOTA. 
Miuneapoila, Farmers’ Tribune. twice-a-week. 
W.J. Murphy, pub. Aver. _Aver. for 1907, 82,074, 
Minneapolis, Farm Stock Stock, and Home, semi- 
Monthly. Actual @ 1905. 87,1873 aver- 
age for 1906, 100,266; for 1907, 108,588. 
The abediute accuracy of Farm 
Stocic & Home's circulation rating 
s [ane teny 4 by the Americar 
Circulation ts 


foully ‘oon ed to the furmers 

of Minnesota, the Dakotas, Wester 

Wisconern aud chen Iowa. Use 
to reach section must projitably. 


io nn, Evenin 
son 15,06 068; iz 
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‘Minneapolis, Journal. Dailr, 
every evening and Sunday\(@ ©. 
In 1907 average daily circu- 
lation, 76,861. Evening only. 
In 1907 =. po. Suntng oF r., 72,578. 
Daily average circulation 
Apl., 1 908, 76,712. Average fun- 
day circulation Sor April, 1908, 


74,602. The absolute accuracy 
of the Journal’s circulation rat- 


can Newspaper Directory. It is 
gnerene to go into more 


omes than any 3 paper in its field 

and to reach the great army of 

©@O purchasers throughout the 
Northwest. The Journal brings 


results. 

CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 

oA day Tribune average per issue 
TEED Jor the year ending December, 
1907, was 76,608. The daily 
Tribune average per issue for 

b oN . 
paper Sess the year ending December, 1907, 

tory. was 101,165, 

Minneapolis, Svenska Amerikanska Posten. 

— J. furnblad, pub, 71907, 54,262. 


t. Paul, Pioneer Press. Net average circula- 
we jor ean ~ 4 S226. Sunday 85,465. 


' 


a ae 


tha RR take the pa cr 

because they want it. All matte 
pertaining to circulation are open to i: weett 
gation. 


MISSOURI. 
Joplin, Globe, daily Average 1907, 17,080. 
Ez. sige Special Agent, N. Y. 


t. Jonenh, News and Press. Circulation 
aun, 87,888. Smith & Thompson, Eust. . 


St. Louis. National Druggist, mo. Roary: R, 
Strong, Editor and Publisher. Aver. r 1907, 
10,576 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and wo Grower, 
mo. Actual average for 1907, 104,666 
NEBRASKA. 
Lineoln. Deutsch-Amerikan eo 
48,245 for year ending Oct. 30. 


Lincoln. Freie Presse. a Average year 
ending Sept. 25, 1907, 142,989. 


NEW HAMPSHIRE. 
Nashua. Telegraph. The only daily in city. 
Average for 1907, 4,271, 
NEW JERSEY 


Asbury Park, Press. 1907, 5,076. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 3/, 1907, 9,001. 


Elizabeth, Journal. Av. 1905. 6,515; 7906, 
7,847; 1907, 8,811; Jan., 08, 9,479, 


Jersey City. Evening Journal. Arerage for 
41907, 24,880. Last three months 1907, 25,928, 


Newark. Eve. News. Net dy. av. for 1906, 
68,022 copies; for 1907, 67,1953 Jan, 69,829. 


Trenton. Evening Times. Ar. 1906, 18.287; 
aver, 1907, 20,270; last 4% yr.’07,aver 20,409, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
4907. 16,895. It’s the leading paper. 


Brooklyn, Weekly Record, weekly, 2 cents. 
Aver. for year 1907,6,112, A want ad medium. 


Y. Printers’ ink says 
ThE STANDARD UNION now has the 





largest circulation in Broonzy! n. Daily 
average for year 1907, 52,69 





Buffalo. Courier, morn, Av./907, Sunday. re: 
447; daily, 51,604; Enquirer, even.. 84,570. 


Buffalo. Evening News. Daily average 1905, 
94.690; for 1906, 94,7433; 1907, 94,848, 


Mount Vernon, Argus. evening. steel tet 
average for year ending April 30, 1908, 4,416 


Newburgh, Daily News, evening. Av- 
reste circulation first quarter 1908, 





6,088, Circulates throughout Hudson 
Valley. Examined and certified by A.A.A. 


New York City. 
New York, Army and Navy Journal. Est. 1863, 
Weekly average, 4 mos. to April 25, '08, 10,185, 
Automobile. weekly. Average for year endin 
Dec. 1907, 17,095 ” ? 
Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1907, &,%84, 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in the United States 
Circulation for 1907 64,416; 50c. per agate line. 


Clipper, weekly (Theatrical), Frank oe 
Pub. Co., Ltd. Aver. for 1:97, 26.641(00 

El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1907, 8,888—sworn. 


Music Trade Review, music trade and art week- 
ly. Average for 1907, 4,799. 





Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
497, F.269. 


The People’s Home Jourral. 564,416 mo. 
Good Literature. 458,666 monthly, average cir- 
culations for 1907—all to paid-in-advance sub- 
scribers. F.M. Lupton, publisher, Inc. 


The Tea and Coffee Trade Journal. Average 
circulation for year ending April, 1908, 9.644; 
April, 1908, issue, 10,500, 
The World. Actuai aver. for 1907, we ee eae ‘ 545, 
442. Evening. 405,172, Sunday, 488,885. 
Poughkeepsie, Star, evening, Divily average 
for 191, 8.89%; for March, 196, 4,528. 
Schenectady. Gazette, daily. A. N. Li a4 
Actual average for ’06, 15,809; for ’07, 1% 


Troy, Record. Average circulation 
seq 20,168. Only paper in city which 














Pape ed A. A. A. examination, and 
ma public the report, 


Utiea. National Electrical Contractor, mo. 
542, 


Average for 1907, 
Utiea. Press, daily. Otto A. Meyer, polisher. 


Average for year ending Dec. 31, 1907, 14,88 
OHIO. 


Akron, Times, wor, 0,4 —— average for 
year 1906, 8,977; 1907, 9,55 


Ashtabula, Amerikan § - 
Actual average Jor 1907. 11, 

Cleveland, Piain Dealer, Est. 1841. Act. oe 
and Sunday average 1907, 24,911; Sunda 
88,878; “April, 08, 78,251 daily; Bate, 84,706, 


psiee™ Journal. (7907, actual average, 


Finnish. 





Springfield, Farm and Fireside. over \% cen- 
tury leading Nat. agricult’! paper. '07, 447,845. 


Warren, Daily Chronicie. Agel average 
Sor year ending December 31, 1907, 2,58 


Youngstown. Vindicator. D'y. av.'07. 14,7683 
Sy. 10,017; LaCoste & Muxwell, N.Y. & Chicago, 
OKLAHOMA. 

Muskogee, Times-Democrat. Average 1906, 5,» 
514; for 197, 6,659. EH. Katz, Agt., N.Y. 

Oklahoma City, Tne Ukiahoman. 1907 aver. 
20,152; Apr. 1908, 24,184, E. Katz, Agent, N.Y. 


road 
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OREGON. 


Portiand, Journal, has larger circula 

tion in Portland and iv Oregon than — 

other daily a 

daily average 1907,28,805; for April, 

1918, 29,8: Vreeland-Benjamin, Kep- 
resentatives, N, Y. and Chicago. 


Portland, The Oregonian (@@). 
For over fifty years has been the 
pee newspaper of the Pacific 
orthwest—more circulation, 
more coveies, more local and 
more classified advertising than 
any other Oregon newspaper. 
March circulation, daily average 
88,989; Sunday average 42,587. 
Portland, Pacific Northwest, mo.; average for 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 


. Average 1907.%.640, 
. K. Northrup, Mgr. 





Cheater, Times. ev’g d’ 
N. Y. office, 220 B’way. 


Erie, Times, daily. Aver. for 1907 Fs ae 
April, 1908, 18,894, E. Katz, Sp. Ag., N. 


Harrisburg, Telegraph. Swornav. Apr. 7908, 
15,222. Largest patd cir, in H’b’g or no pay. 





Philadelphia. Confectioners’ Journal. mo. 
Av. 1906, 5.514 197, 5,514 (OO). 








Farm Journat, Philadelphia, 
has been awarded the (O© by Print- 
ers’ Ink, indicating that advertisers 
value this paper more for the class 
and quality of its circulation than for 
the mere number of copies printed. 
And in addition to this, FARM Jour- 
NAL has the largest circulation of 
any agricultural paper in the world. 
The average for 1907 was 573,083 
copies each issue. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NET AVERAGE FOR APRIL 


256,152 


COPIES A DAY. 
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Ebiiahslphia. The Press is 

Philadelphia’s Great Home News- 
per. esides the Guarantee 

tar, it has the Gold Marks and is 

onthe Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 

1907, 102,993; the Sunday I'ress, 124,006. 


Weat Cheater. Local News, 

daily. WV. H. Hodgson, sveraye for 

1907, 15, 687. In its 35th year. 

GUAR Independent. Has Chester County 
and vicinity for tts field. Devoted 

TEED to home news. hense 18 2 home 
paper. Chester County is second 

in the State in agricultural wealth, 


York, ,ispateb and Daily, Average for 1907, 
18,124, 


RHODE ISLAND. 
Pawtucket. Evening Times. Aver. c(rculation 
for 1907,17,908 (sworn). 
Providenee. Daily a 17,712 
( 1, sunday. 24,178 ‘O©@). Erening 
Bulletin 87,061 averave 1907. Bulletin 
circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 
Charleston. Evening Post. Actun/ dy. aver- 
age for 1907, 4,251, March, 1908, 4,489. 


Columbia, State. Actual aver- 
age for 1907, daily (© ©) 38,088, 
Sunday (©@) 18,887. Sem 
weekl oreo i ota 
Sor t four months of 1908, 
qa e re} ©) 18,808; yan @o® 





Spartanburg, Herald. Actual daily average 
ctreulation for 1907, 2,715. Dec., 1907, 8,067. 


TENNESSEE. 
Chattanooga, News. Average 
= 1907, 14,46 Only Chattae 
ga r —— exami- 
GVA nation circulation by A. A. A, 
AN Carries more advg. - 6 days 
TEEO than morning paper 7 days. Great- 
est Want Ad medium. Guaran- 
tees largest circulation or no pay. 


Knoxville, Journal and Tribune, 
Week-day av. year ending Dec, 31, 1907, 
14,694. Week-day av. Jan. and Feb- 
ruary, 1908, in excess of 15,000. 


Memphis, Commercial Appeal. daily. Sunday, 
weekly, 1/907 av.: vis 066; Sunday; 
61 2283 weekly, 80,078. Smith & Thompson, 
Representatives, N.Y. and Chicago. 

Nashville, Banner. daily. Aver. for year 1906, 
81,455; Sor 1907, 86,206. 


TEXAS, 
EI Paso, Herald. Jan.. av., 9,008. More than 
both other El Paso dailies. Verified by A. A. A. 


VERMONT. 
arre, Times. daily. F. E. Langiey. Aver. 1905, 
seen 1906, 4,118; 1907, 4,585, Exam. by A.A. a. 
Bennington. Banner. | daily, F. FE. Howe, 
Actual average for 1906, 1,980; 1907, 2,019. 


se tetngten. Free Press. Daily average for 
907, 8.41 Largest city and State circula- 
tion. Examined by Asso. of Amer. Advertisers, 


Montpelier, Argus, daily. art - ame 
Only Montpelier paper exam. by A 

Rutland, Herald. sarees a4 “Aon. Only 

Rutland paper examined by A. 


St. Albans, Messenger, dy.’ <tc b ‘or 1907, 
8,882, Examined 1 DY A A. x: - 


WASHINGTON. 
Beattie, Post- Intelligencer (OO). 
ier ‘eb. 1908, net — oeaee 
$9.6. 6; Daily, 82,088; week day 
calm 30,874. Only ewors Girculanon 
AN in Seattle. Largest genuine and 
aaa?) cash pasa cireuietion in fp Washing: 





ton; highest sees, Sem t service, 
greatest results always. 
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Tacoma, Ledger. Average 1907, daily, 17,482; 
Sunday, 25,002, 


Tacoma. News. Average 1907,16,525; Sat- 
urday, 17,610, 


WEST VIRGINIA. 


Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs, «Aver. 1907, 2,524. 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,671; semi-weekly, 2,416; Apr. 08, dy., 4,518. 


Madison.  _—n, dy. Actual average 
Sor 1907, 5,086 


Milwaukee, The Journal, eve., 

ind daily. Daily average “f {av 

51,922; for April, 1908, 217; 

daily gain over Apr., 1907 Lert 

paid cireulation ‘of the 

Milwaukee Journal is larger jthan 

that of any two ctner papers in 

Milwaukee, and the city circula- 

tien of The ~ eo Journal is a ~— is 

ci ree 

other Milwaukee dailies. The Journal leads all 

Milwaukee papers in classified and volume of 
advertising carried, 





Milwaukee, Evening Wisconsin,d’y. Av. 1907, 
28,082 (©©). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 

Oshkosh, Northwestern. wy 9 Average for 
4907, 8,680. Examined by A. A 


Racine, Journal, daily. Average for the last 
six months 1907, 8 6. 









Racine. Wis., Eatab. 187 
Actual weekly averayve for vear 


ended Dec. 30. 1907, &6,817. 

rger circulation in Wiscon- 
sin than any ae a Adr. 
$3.50 an nch fice, Tem- 
ple Ct. W.C. Richardson, Mgr. 


WYOMING. 


Cheyenne. Tribune. Actual daily average ret 
for 1907, &, 024; semi-weekly, °07, 4,810, 


BRITISH COLUMBIA. 
Province. daily. Av. for 1907, 
18 846; Feb. "01, 12,978; Feb. 1908, 15,618. H. 
LeUlerque, U.S. Kepr., Chicago and New York, 


MANITOBA, CAN. 


Winnipeg, Ler Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1907.16,546, Rates d6c. inch, 

Winnipeg, Free Press, dauly and weekls. Ar- 
erage for 1907, daily, 86,852; daily Apr. 1908, 
85,020; weekly av. for mo. of Apr., 27,670. 

Winnipeg, Telecram. Average daily, Mar. 
08, 28,785. Weekly av. 27,000, Fiat rate. 


QUEBEC, CAN. 
Montre: & Presse. “actual average, 1907, 
daily 108. bbs. : weekly 50,197. 


Montreal, The Daily Star and 
The Family *Heraid ane Weekly 


Star have nearly rae » subserib- 

chal ers, representing 1 readers 
AN —one-fiftn Canada’s eealen 
TEEO pel Sor 1907, 


Ar. cir, of the Daily S 
62,887 copies daiiy; the Weekly 
Star, 129,885 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 





CONNECTICUT. 
N ERIDEN, Conn.. MORNING RECORD; Old es- 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Claseitied rate. cent a word: 7 times,5 centsa 
ord. Agents Wanted, half a cent a word. 





DISTRICT OF COLUMBIA. 
Ts Ary and SunDAy STaR. Washington, 
© ©). carries DOUBLE the number of 
wam Ave of any other paper. Rate lc. a word. 





ILLINOIS. 


fq. HE AURORA BEACON publishes more “Want 
Ads” than any other Northern Illinois news- 
paper outside of Chicago. 





MVHE — NEWS is Chicago’s “Want ad” 








D.recto 
[Ze TRIBUNE publish lassified ad- 
vertising than any other Chicaco newspaper. 


ALESBURG R«xPUBLICAN-REGISTER. Dail 
av.6,337, Bestin fleld for wantads. \c.a wd. 





INDIANA. 

fMHE INDIANAPOLIS NEWS, the best medium 

in the Middle West for mail-order classified 
advertising, carries more of it than ail the other 
Indianapolis papers combined, its total in 1907 
being 289,807 ads (an average of 919 a day)—23,331 
more than all the other local papers bad. The 
News’ classified rate is one cent a word, and its 
daily paid circulation over 75,000, 


AN ENVIABLE RECORD. 


During the year 1907 INDIANAPOLIS STAR 
carried 187,878 lines, or 626.26 columns more paid 
“Want” advertising than any other may 
in the entire State. TH* STAR also gained 536.967 
lines, or 1,749.89 columns of classified advertising 
over th apes year 1906. 

Rate, six cents per line. 


MAIN E. 


‘HK Eventne Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
Ts Baltimore News carries more want Ads 
than any other Baltimore daily. it is the 
recognized Want Adt medium of Baltimore. 


MASSACHUSETTS. 
'I\HK Boston KVENING TRANSCRIPT is the great 
resort guide for New Kinglanders. ‘Ihey 
hn aaah to find ail good places listed in its adver- 
tising columns, 
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7 BUSTON GLOBE, daily and yea BiH) 
the year 1907, printed a total of 446, 
“want” ads. There was a gain of 1,979 wee Me 
ear 1906, and was 230,163 nore than, ema other 
ston paper carried for the year 1907 


te te te ik te 


MINNESOTA, 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas- 
sitted advertising than any other 


Minneapolis ave. No free 
Wants and no Clairvoyant nor 
objectionable medical advertise- 
ments printed. Cinssified Wants 
printed in April. 198,142 lines. In- 
dividual advertirements. 28,092. 
Fight cents por agate line per in- 
sertion, if charged. No ad taken 
for less than 24 cents. If cash ac- 
eo companies order the rate is Ie. a 
word. No ad taken jess than 2v0c. 





sh HE MINNKAPOLIS TRIBUN« is the recognized 
Want ad medium of Minneapolis, 


CIRO'LAT’N ‘(HE MINNeAPOLIS TRIBUSE is 
the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publishes over 80 columns of 
Want advertisements every week 
at full price (average of two 
pages a day); no free ads, price 
ones both mee | and even- 
ng issues. ate cents per 
by Am. News- ime. Daily or Sunday. 
paper Ditory 





», PAUL DISPATCH, St. Paul, Minn., covers 
its field. Average for 1907, 68,671. 


MISSOURT. 
HE Joplin Gross cxrries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Mivimum, lic. 


MONTANA, 
Ts Aunosece STANDARD is Montana’s great 
t-Ad” medium; ic. a word. Average 
sieubetion daily for 1907, nN ,084; Sunday, 15,090. 


NEW JERSEY. 
ERSEY CITY EveninG JouRNAL leads allother 
& Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 





Vy. EWARK, N. J, FREI ZEITUNG (iaily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


NEW York. 


LBANY EVENING JOURNAL. astern N. Y.’s 
best paper for Wants anda classified ads. 


I] UFFALO EVENING NEws with over 95,000 cir- 

culation, is the only Want Medium in Buffalo 
and the strongest Want Medium in the State, 
outside of New York City. 


A™= Mount Vernon’s only daily. Greatest 
Want Ad medium in Westchester Couuty. 





PHINTE RS’ INK, published weekly. The rec- 
ognized and leaame \antad medium for 
want ad mediums. mail order articles, advertis- 
ing novelties, er roa typewritten circulars, 
rubber stamps, cftice devices. adwriting, bulf- 
tone making, and practivaliy anything whien 
interests and appeais to acivertisers and pusi- 
ness men, Classified aavertisements. 20 conts 


a line per issue flat, six worvs co a line, 
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| fag a list of 100 recognized classified advertising 
mediums. only two produced_results at « 

the CINCINNATI ENQUIRER 

You want results. 


lower cost than 
word to the wise is sufficient. 





OUNGSTOWN VinvicaTor—Leading “Want” 
medium, lc. per word. Largest circulation. 


OKLAHOMA. 


'QVHE OKLAHOMAN Obla. City, 24.184 Publishes 
more Wants than avy 7 Ukia. ccmpetitore, 


PENNSYLVANIA. 
Ts Chester, Pa.. 1IMES carries from two to 
five times more ciassified ads than any 


other paper. Greatest circulation. 





UTAH. 


~ ALT LAKE TRIBUNE—Get results—Want-Ad 
medium for Utah, idaho and Nevada. 


CANADA, 
IP 'HE DAILY TELVGRAPRH, St. John, N. B.,is the 
- want ad medium ot the maritime provinces. 
Largest circulation and most up to date paper of 
Eastern Canada. Want ads oue cent a word. 


Minimum charge 2 cents. 


A PRESSE. Montreal. Largest daily circula- 

tion in Canada witnout exception. (Daily 

100.087. Saturdays 117.000—sworn to.) Carries more 
want ads than avy newspaper in Montreal. 


6 hee Montree!l DAILY STAR carries mc re Want 

vertisements than aj] other Montreal 
dailies combin The FaMILy Htraip anv 
WEEKLY STAR carrie more Want advertisemeuts 
than any other weekly paper in Canada. 





“THE AIM BEHIND THE SHOT.” 
New York, May 11, 1908. 
Editor of Printers’ INK: 
The enclosed outburst of wisdom 
“a amuse you. It did us. 
he inventor did not send any ad- 
dress, so it is impossible to tell him 
direct how his contribution to adver- 
tising literature strikes us. 
Yours very truly, 
Carkins & HOo.pen. 


(Enclosure.) 

Dear Srr—It’s the aim behind the 
shot that counts; and the plan is what 
makes successful advertising. 

Building a business by advertising 
in newspapers or magazines are costly, 
uncertain and unattractive methods. 

As I have an entirely new idea in 
the line of advertising, I wish to call 
your attention to it—this is a patented 
table, which could be placed in ante- 
rooms, offices, stores, etc., where hun- 
dreds of thousands of people will be 
interested to see these advertisements. 

If you should feel interested to see 
the advertisements of the first model, 
1299 Second Avenue, drug store. I 
have the intention of developing this 
profitable idea of advertising, and 
would appreciate your kindly advice in 
the same. 

Respectfully yours, 


Hvuco Karpos, 


Inventor. 
—_——_+¢.—__—— 
Any man can be a quitter. It’s the 
fellow who fights to the last ditch that 
gets the big success, 
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(©6) GOLD MARK PAPERS(© 


© 





Out of a grand total of 22,898 pubiications listed in the 1907 issue of Roweil’s American Newspa- 
per Directory. one hundred and twenty are distinguished from all the others by the so-calied gold 


marks (© ©). 





ALABAMA. i 


THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 





WASHINGTON, D. c. 

Everybody in Washington SUBSCRIBKS to 

THE VRNNG AND SUNDAY STAK. Average, 
1907, 35,486 (@@). 


FLORIDA. 
JACKSONVILLE TIMES-UNION (© ©). 
eminently the quality medium of the State. 


Pre- 





GEORGIA. 
ATLANTA CONSTITUTION (©©). Now, as 
always, the Quality Medium of Georgia. 


ILLINOIS. 


BAKERS’ HE! PER(© ©), Chicago. only “Gold 
Mark” journal for baxers. Oldest, best known. 


THE INLAND PRINTER. Chicago. (© ©). Act- 
ual average circulation for 1905, 15,866. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ad brings 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (@6). 
Dest paper in city; read by best people. 


MAINE. 
LEWISTON i VENING JOURNAL, daily, aver- 
age for 1907, 7.784; weekly, 17,545 (© ©); 7.44% 
increase daiiy over last year. 





MASSACHUSETTS. 
Beaton. Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen judus- 
tries of America (© ©). 


BOSTON COMMERCIAL BULLETIN (@60). 
Reaches buyers of machinery for wool and cotton 
manufacturers. Est. 1859. Curtis Guild & Co., Pub. 


BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold mark daiiy in Boston. 


SPRINGFIELD (MAS3.) REPUBLICAN (© ©). 
Has quantity and quality of circulation. 


WORCESTER L’OPINION PUBLIQUE (96), is 
the only gold mark French daily in the U. 8. 


MINNESOTA, 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified edvertising and more total 
advertising than any paper in the Northwest. 


NEW YORK. 
BUFFALO COMMERCIAL (©©). Desirable 
because it always produces satisfuctory resuits. 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


CENTURY MAGAZINE (© ©). There area few 
people im every community who know more 
than ail the others. These people read the 
CENTURY MAGAZINE. 





DRY GOODS ECONOMIST (@6), the recog- 
nized authority of the Dry Goods and Vepart- 
ment Store trade. 


ELECTRICAL, WORLD (@©). Established 1874, 
The great international weekly. Cir. audited, 
verified and certified by the Association of Amer- 
ican Advertisers. Av. weekly cir. during 1907 
was 18,294. McouRAW PUBLISHING COMPANY, 


ENGINEERING NEWS (©©). The leading 
engineering paper of the world; established 1874. 
Kkeaches the man who buys or has the authority 
tospecify. Over 16,000 weekly. 


THE ENGINEERING RECORD (©6). The 
most progressive civil engineering journal in 
the world. Circulation averages over 14,000 per 
week. MOGRAW PUBLISHING COMPANY. 


NEW YORK HERALD (©©). Whoever men- 
tions America’s ieading newspapers mentions 
the New York HERALD first. 


NEW YORK TIMES(@ ©). Actual sales over 
1,000,000 a week. Largest high-class circulation. 


NEW YORK TRIBUNK (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to date newspaper, whose readers repre- 
sent intellect and purchasing powertoa high- 
grade auvertiser 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


STREET RAILWAY JOURNAL (©©). The 
foremost authority on city and interurban rail- 
roading. Average circulation for 1907 8,216 
weekly. McGRAW PUBLISHING COMPANY. 








For New England Business 


USE THE 


SPRINGFIELD 
REPUBLICAN 


Massachusetts 
Daily, $8 Sunday, $2 





Weekly, $1 





The best medium for Resort Ad- 
vertising, by reason of its large cir- 
culation in the homes of people of 
intelligence and means, 

Noted for its handsome typo- 
graphical appearance—a feature 
valued by advertisers. A Gold 
Mark paper. 


Rates for Resort Advertisements : 


Less than 26 times, 5 cents per line 
(of six average words), or 60 cents per 
inch of r2 nonpareil lines each insertion; 
26 times, 48 cents per inch, or $12 .48; 
52 times, 42 cents per inch, or $21.84) 78 
times, 36 cents per inch, or $28.08, 
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VOGUE (©6) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 

THE POST EXPRESS (©@©). Rochester, N.Y. 
Best advertising medium in this section. 


oOniIo, 

CINCINNATI ENQUIRER (©6©). In 1907 the lo- 
cal advertising was 33 1-3% more than in 1906, The 
local advertiser knows where to spend his 
mouey. The only Gold Mark paper in Cincinnati. 


OREGON, 


THE OREGONIAN (@©), established 1851. 
The great newspaper of Pacific Northwest. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on te Roll of Honorand 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news 
paver. Sworn circulation of The Daily Press, 
for 1907, 102,993; The Sunday Press, 124,006. 


THE PITTSBURG 
©® DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
cuctive. Pittsburg fleid. Best twocent 
morning paper assuring a prestige most 
proitable to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JONRNAL (QO), a conservative 
enterprising newspaper without a single rival, 
SOUTH CAROLINA, 


THE STATE (OO), Columbia, 8. C. Highest 
quality, largext circulation in South Carolina, 


VIRGINIA. 


THE NORFOLK LANDMARK (© ©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER (© ©). Seattle's 
most progressive paper. Cldest in State; clean, 
reliable, influential. Ali home circulation. 

WISCONSIN. 

THK MILWAUKEE EVENING WISCONSIN 

(@©), the oniy goid mark daily in Wisconsin. 


CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN 
ING MAIL, Circulation 15.558, flat rate. 
THE GLOBE. Toronto (@©), morning, evening 
and weekly editions, cover Canada. 


oe 
LIVING MODELS. 


Every season living models are be- 
coming more popular for showing 
women’s and _ misses’ ready-to-wear 
costumes. A scheme that is pretty 
generally used in this connection is to 
build a platform about 12x20 feet and 
about 36 inches high. This has a 
dressing room at one end. The models, 
of which there are usually two, appear 
alternately, so there is always a gown 
on view. A young woman _ shows 
misses’ and little women’s costumes, 
while an older, larger one displays the 
ladies’ gowns. Of course trained 
demonstrators are employed and = a 
maid is necessary for making the quick 
changes. The costumes are always 
complete, showing hat, parasol, etc. 
The demonstrations are advertised to 
take place during certain hours of the 
day and evening. A good-sized space 
is necessary to place chairs for visit- 
ors.—Merchants’ Record. 




















The 
Pittsburg 
Dispatch 


The Only “Gold Mark” 
Paper Published in Pittsburg 
CARRIES 
More Summer and Winter Resort 
Advertising 
FROM ALL PARTS OF THE 
United States, Canada and Europe 


THAN 


Any Other Pittsburg Newspaper 





The Summer Season is 
opening, Mr. Advertiser, 
and you want results. Use 
THE DispatcuH and share 
in the success of others. 
Ask any advertiser who 
has tried it, or address for 
information, rates,  etc., 
The Pittsburg Dispatch 


PITTSBURG 





Branch Advertising Offices. 
NEW YORK. 
WALLACE G. BROOKE, 
225 Fifth Avenue (Brunswick Building). 
CHICAGO. 
HORACE M. FORD, 
710 11-12 Boyce Bldg., 112 Dearborn St. 
ATLANTIC CITY. 
DORLAND ADVERTISING AGENCY, 
Atlantic Avenue. 
LONDON (ENGLAND). 
DORLAND SPECIAL AGENCY, 
No. 3 Regent Street. 
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Printers’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New YORK City. 
Telephone 4779 Ccekman. 
President, RoBERT W. PALMER. 
Secretary, DAVID MaRcus. 
Treasurer, GEORGE P, ROWELL. 
The address of se company is the address of 
he officers. 
London Agent. F.W. Scars, 50-53 Ludgate Hill, E.C, 


ts Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
* months. On receipt of five dollars four = 
subscriptions, sent in at one time, will be put 
down for one year eech and a larger num 
at the same rate. Five cents a copy. Three 
Somees a “ey a. Being pees ome meg he 
type plates, itis always sible to supply bac. 
pumvers. if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars @ 
hundred. ww. 


ADVERTISING RATES : 

Advertisements 20 cents a line, pear! measure 
15 lines to the inch ($3); 200 lines tothe page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

Un time contracts the last my «A is eapneand 
when new copy fails to come to hand ope week 
in advance of ay of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata 

Two lines smallest advertisement taken. Six 
words make a line 

new | aga appearing as reading matter is in- 
serted fre 

Au advertisements must be handed in one 
week in advance, 








New York, May 20, 1908. 








POLICY AND COPY IN RE- 
SORT WORK. 


The chief thing needed in resort 
advertising to-day is organization. 

There is no lack of expenditure 
and enterprise. Hotels and rail- 
roads appropriate hundreds of 
thousands of dollars annually for 
resort publicity. But much of 
this money goes into scattered in- 
dividual campaigns, pulling one 
against the other. Twenty hotels 
in a seashore resort advertise 
separately, using space too small 
to say much about the resort it- 
self, and broken up into little an- 
nouncements that do not impress 
by themselves. Worse than that, 
the interested reader would have 
to write twenty letters before all 
these hotels could get in touch 
with him and talk direct about 
rooms and rates. 

Organization brings these twen- 
ty campaigns together. The ads 
are large enough to dominate a 
page. ~ Something is said about 





the resort. A bureau solicits one 
reply to the ad and passes this in- 
quiry along to all the hotels for 
individual follow-up, If it is the 
right sort of bureau, it insists that 
this follow-up work be energetic 
and informative. Sometimes the 
hotel men get together and or- 
ganize their own bureau. Again 
the town does it. Or perhaps the 
railroad takes a hand and con- 
tributes as much advertising space 
again as the hotel men pay for 
on their own account, 


A far-reaching plan covering 
the whole year, and then adver- 
tising that is concentrated and 
rapid-fire when it does begin. 
That is the approved programme 
for resort publicity. Hardly a 
resort in the world has a season 
exceeding three months. Our 
millions go to Europe every year 
in May, June and July. The sea- 
shore, mountains, California and 
Florida have seasons rigidly cir- 
cumscribed by the calendar, 

Resort advertising is hotly com- 
petitive. The entire globe bids 
for the patronage of the man who 
can afford to take a vacation. On 
one hand Switzerland, with its 
American bureau, and on the 
other a sun-baked resort on flat 
southern land from which the 
pine has just been cleared, to 
which people are attracted, they 
hardly know how or why, by ad- 
vertising. Not only geography 
and the calendar govern the re- 
sort campaign, but when season 
and situation are right, then 
weather comes in. Not only 
weather at the resort itself, but 
also weather where the prospec- 
tive vacationist lives. The weather 
at shore or mountains may be 
ideal. Well, so may the weather 
be at the vacationist’s home. 

These conditions make resort 
advertising mews, and the ideal 
medium newspapers. In other 
lines publicity is spread over the 
whole year, and used to educate. 
But people don’t have to be edu- 
cated to want to swim in the 
surf, camp on the hills, get away 
from the severe northern weather 
in winter. These things have 
their universal, basic, human ap- 
peal, and furnish their own at- 
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Readers are concerned 


traction. 
chiefly with the wHIcH and HOw 
and WHAT WILL IT cost? News- 


papers, magazines and_ travel 
books are constantly spreading 
the vacation and travel idea. Ad- 
vertising copy for a hotel or a 
town is the business approach. 
Backed by a resort that is right 
in its appointments, and an or- 
ganization of hotel men who can 
take care of inquiries and people, 
it aims to open correspondence 
with the reader during the very 
week he is thinking about his trip, 
and to catch him next week if he 
postpones the matter. Competi- 
tion, weather and every other 
condition make the news appeal 
imperative. 
* * * 

The proper sort of a news ad 
for a resort is typified in this an- 
nouncement of the Chamberlin 
Hotel at Old Point Comfort, pub- 
lished in New York dailies last 
December, right after the panic. 
It is not only timely as to season, 
but makes a direct appeal based 
on the reader’s own affairs. It 
was printed on the financial 
pages: 

DROP THAT TICKER TAPE. 

You have doubtless seen lots of men 
go down and out—‘nervous prostra- 
tion’—the doctor said—‘didn’t know 
when to stop and rest.” 

Don’t you be so foolish. 


Take a week or so and give your 
nerves and brain a chance—they need 
it. 


Of course you cannot go far away— 
must be where you can get back in a 
hurry. 

Old Point Comfort is the place— 
near by—just overnight and_ satisfies 
when you get there. Magnificent hotel 
—the Chamberlin. Location fine, right 
on the water; plenty of sea food and 
game; cooked as you wish and when 
you wish. European plan, ; 

Great sea pool—finest therapeutic 
baths in the country. Physician in at- 
tendance to prescribe particularly for 
you. 

Interesting surroundings; climate 
mild, sunshine, freedom from irritating 
winds, tonic sea air. Sleepless night 
unknown at Old Point. Take your 
much needed rest now—before you are 
down and out. 

European plan, $2 per day and up- 
wards. 

Folders and full information at all 
transportation offices and tourist  bu- 
reaus, or address George F. Adams, 
Manager, Fortress Monroe, Va, 

* ob * 


The proper sort of organization 
plan is typified in the bureau re- 


cently established in New York 
City by the Swiss government. 
Some years ago the first bureau 
of this sort was started in Lon- 
don. Switzerland is a nation of 
hotels, most of which advertise— 
some of them all over the world. 
The government owns the rail- 
roads. Every tourist in Europe 
spends a period in Switzerland, 
but some allot only two days. 
Obviously, the hotels cannot 
spread information that will in- 
duce tourists to make it two 
weeks, for this implies an educa- 
tion in the beauties of the whole 
country. So the Swiss govern- 
ment is doing it. In London 
there are lecturers who go to the 
schools and tell the children about 
Switzerland. An office is main- 
tained for the distribution of 
hotel and general literature, and 
for the display of photographs of 
Swiss scenery, Swiss manufac- 
tures, etc This London bureau 
proved so successful that two 
others were established in Paris 
and Berlin, and now a New York 
bureau has been added. It sells 
no tickets, and brings little direct 
pressure to bear on tourists, but 
is working for business in the 
next generation. In addition, it 
aims to extend the Swiss vaca- 
tion season by demonstrating that 
the Mountain Republic is an ex- 
cellent winter resort as well as a 
place to loaf and climb in sum- 
mer. 








A BOOKLET which almost smells 
of the New Hampshire forest 
comes from “The Balsams,” at 
Dixville Notch. It is printed 
throughout in brown, over tint- 
blocks, upon coated stock, and 
bound in a woven cover paper, 
with raised letters. The booklet 
contains the usual _ illustrations 
and text found in a Resort cata- 
logue, together. with a number of 
pages of names of former patrons. 
It was written and designed by 
Henry Ferris, of Philadelphia. 





Bricut & VERREE have been ap- 
pointed to look after the foreign 
advertising of the Portland, Ore- 
gon, Evening Telegram in New 
York and Chicago. 
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Tue Omaha Ad Club has join- 
ed the National Association, and 
will send a delegation to the Kan- 
sas City convention in August. 








L’Opinion Publique ( ©®), of 
Worcester, Mass:, issues a little 
booklet giving illustrations of the 
building, inside and out, where it 
is published. This paper is the 
only French publication which has 
been accorded the Gold Marks, 
and is one of only two foreign 
language papers which have that 
distinction. 





A NOVEL contest is being con- 
ducted by the Boston Traveler. 
Each day a cartoon illustrating a 
play that has appeared in some 
local theater, is published. The 
readers fill in a blank form with 
the name of the play, as he sees 
it, and at the end of two months 
will send the answer to the 
puzzle editor, One thousand dol- 
lars is to be divided among the 
successful contestants. Henry F. 
Hosley, the business manager of 
the Traveler, says that the paper's 
circulation has been benefited by 





the contest. 
On May toth the New York 
World fittingly observed the 


twenty-fifth anniversary of Joseph 
Pulitzer’s ownership of the paper 
with the publication of a mam- 
moth 200-page jubilee edition, 
containing 933% columns of ad- 
vertising. One hundred thousand 
extra copies were printed, but 
these were quickly bought up, and 
many more could have been sold. 
On the evening previous a dis- 
play of fireworks from the roof 
of the World Building was wit- 
nessed by 50,000 people in City 
Hall Park: and the adjoining 
streets. Meanwhile, inside the 
building invited guests were in- 
specting the enlarged structure, 
following which a banquet was 
served in the room which is to 
be the library. Mr. Pulitzer’s 
physical infirmities. made it im- 
possible for him to come from 
Europe for the celebration; but a 
cable message from him was read 
by his son, Ralph, who acted as 
host in the father’s absence. 
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Tue Bay City Tribune now 
prints a paper on every day of the 
week, The publishers state that 
it is the only newspaper in east- 
ern or northwestern Michigan, 
with the exception of the Detroit 
Free Press and News, that puts 
out an edition every week-day 
and Sunday. 





PRINTERS’ INK hears rumors or 
the suspension of one of its weekly 
contemporaries, If the rumor has 
foundation in fact, the taking-off 
was excessively quiet, and did not 
make a ripple upon the advertis- 
ing sea. Without this paper 
Printers’ Ink will be, with the 
exception of Brains, the only 
weekly paper devoted primarily 
to advertising which is published 
in America, 


t T birding an amend- 


Government sent added to the 
Censorship Postoffice Appro- 
priation bill the postal officials 


will soon have authority to main- 
tain complete censorship over the 
American press. The item is in- 
tended to keep out of the mails 


publications which disseminate 
anarchistic doctrines, but the 
word “anarchistic’ has been 


stricken out and the paragraph 
reads: 

“And the term ‘immoral’ within the 
intendment of this section shall include 
matter of a character tending to incite 
arson, murder or assassination; and the 
Postmaster-General is hereby authorized 
to exclude from the second-class mail- 
ing privileges any publication which 
contains matter that suggests, advocates 
or approves the abolition, overthrow 
or destruction of any and all govern- 
ment, or the commission of arson, 
murder or assassination.” 

The Postoffice Department's 
powers over the second-class mail 
is considered, in many quarters, 
to be irksome even now, and it 
takes but little imagination to see 
how the item against “immoral” 
publications may be expanded to 
embrace almost any paper or 
periodical which the Department 
wishes to stifle. It might have 
prevented, for instance, many of 
the unpleasant features in the 
case against the Lewis Publishing 
Company, which are so fully set 
forth in Mr. Madden’s book, “The 

S. Government’s Shame.” 
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Tue St. Louis Advertising 
Men’s League had another din- 
ner last Thursday, which is said 
by the committee in charge to 
have been the “Limit.” Out in 
St. Louis they give a dinner of 
this sort for seventy-five cents, 
and throw in a vaudeville show. 
The preliminary printed an- 
nouncement would make the 
effete East gasp in astonishment; 
but the crowd is collected, and 
after all, that is what an advertis- 
ing club is for. 








Oppenheimer, Franc 
Dining Oa & Langsdorf, New 

Neckwear York, make neck- 
wear, Some man of great patience 
has contrived a folder for them, 
the only fault with which seems 
to be that it won't apparently sell 
goods. I isn’t designed to do 
this anyway, for at the bottom is 
a blank form designed te an- 
nounce that Mr. So-and-so will 
call on such-and-such a date to 
show the goods in person. 

The cover of the folder gives 
the impression that a meal is to 
be served—all on neckwear—for 
it reads: 

“Menu 
Paramount 
Cravats 
Good enough to eat,”” 

Eight little rectangular holes in 
this cover allow a reading of these 
eight words from the inner page 
—a foretaste, apparently, of other 
goodies to come: 

. a 
Fish 
Roast 
Salad 
Ices 
Cheese 
Café 

The fearful denouement arrives 
at the turn of the page, when it 
is discovered that the entries on 
the bill of fare are a sell, a fake, 
each and every one. The “clam” 
is part of the “exclamation” of 
admiration with which you will 
greet our fall line. The “roast” 
is possible because .“Paramounts 
never get a roast from even the 
most critical buyers.” And so on 
down to the grim end. The stunt 
indicates that business is good 
this spring in cravats, 


At least one Boston house is 
showing progression. On Sun- 
day, May 10, Houghton & Dutton 
used full pages in all the Boston 
papers to advertise their drug de- 
partment. 


Mayor-ELEcT Rose, of Milwau- 
kee, in his campaign expense ac- 
count filed with the register of 
deeds, asserted that he spent $120 
for toothpicks. These were of an 
ornamental nature, marked, “Vote 
for David S. Rose.” In the same 
election the  social-democratic 
party expended $1,110 for news- 
paper advertising, 








WALLACE C. RICHARDSON has 
become eastern advertising repre- 
sentative of the Farmers’ Advo- 
cate, of Topeka, Kansas. In 
March this paper was purchased 
by the Western Printing & Pub- 
lishing Company, which at the 
same time bought and consolidat- 
ed with the Farmers’ Advocate 
the Western Breeders’ Journal of 
Clay Center and Western Life of 
Leavenworth. The circulation, 
Mr. Richardson states, is now 
25,000 weekly. Under the reor- 
ganization the publishers refuse 
to accept patent medicine adver- 
tising or sensational or mislead- 
ing copy of any kind. 











A NEW AND ATTRACTIVE COVER DESIGN. 
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In Zanesville, Ohio, the Times- 
Recorder carries the bulk of the 
classified advertising. 





Tue Charles H. Fuller Com- 
pany gave a house-warming last 
week, Tuesday, in their new 
offices at 378 Wabash Avenue. 


Tue Pierce Publications of Des 
Moines have opened an office in 


the Flatiron Building, New York.e manufactured by the 


‘Mrs. E. G. Kleinsorge is the 
eastern representative. 





THe New York Advertising 
League will hold its last meeting 
for this season on May 22d. The 
usual dinner will be followed by 
a discussion of Outdoor Adver- 
tising. 





C. H. Woopwarp, formerly ad- 
vertising manager of the Secor 
Typewriter Company, has _ been 
instrumental in organizing in Chi- 
cago the Woodward-Mory Com- 
pany, which has already secured 
a number of advertising accounts. 








W. F. Smirn, publisher of 
Human Life, announces a change 
of rate to take effect within a 
short time. The current, issue of 
Rowell’s American Newspaper 
Directory credits Human Life 
with an average issue during 1907 
of 166.252 copies, and the new 
rate will be based on a circulation 
of over 200,000 copies a month. 


Sphinx Club The New York 
Election Sphinx Club 
elected officers 
on the evening of May 12th. Pre- 
ceding the election there was the 
regular dinner, and then Elbert 
Hubbard talked on “Advertising 
as a Fine Art.” 
he officers elected for the 
coming year are as follows: 
President, Samuel Brill; vice-presi- 
dent, Philip A. Comnne;_ secretary, 
William Loruenser; treasurer, W. W. 
Hallock; executive committee, W. W. 
Seeley, R. F._ R. Huntsman, Charles 
H. Ingersoll, Jules P. Storms, Louis 
Wiley, Walter Hammitt and George F. 
Heydt. 





THE Lebanon, Pa., Courier, an- 
nounced as dead a couple of 
weeks ago in Printers’ INK, is 
very much alive. It has been 
combined with the Report, and 
will hereafter be published semi- 
weekly under the name of the 
Courier and Semi-Weekly Report. 





The first of the 
Semi-Rotary new semi-rotary 


Printing Press Wel) Presse S, 


Jackson 
Printing Press Company, has been 
completed, and sample  twelve- 
page papers are being mailed to 
daily paper publishers. The in- 
ventor, Paul F. Cox, is brother 
of Joseph L. Cox, who invented 
mechanical means of printing a 
complete newspaper, from flat 
forms of type on a flat bed from 
a continuous roll of paper. Milo 
W. Whittaker, publisher of the 
Jackson Patriot, recently spoke 
of Cox and his invention as fol- 
lows, in the course of an address 
before the business men of Jack- 
son: 


About two years ago, he began 
working in earnest upon the _ ideas 
that he had had in mind for a num- 
ber of years of improving on previous 
inventions and particularly those of 
his brother. For a long time he kept 
these ideas to himself, and it was oa 
after he had worked them out definite- 
ly, that he went to his brother and ex- 
plained what he had discovered. There 
and then an arrangement was entered 
into between Joseph L. and Paul F, 
Cox, to manufacture a printing press 
based upon the discoveries made. It is 
eminently fitting that the first success- 
ful competitor to enter the field in 
opposition to the inventions of his 
brother, Joseph, should be his younger 
brother, Paul F. Cox, inventor of the 
Semi-Rotary press. 

The eight United States patents, all 
of which are for mechanisms new to 
the printing art as applied to the Semi- 
Rotary printing press, are the exclusive 
property of the Jackson Printing Press 
Company. These valuable inventions 
have also been protected in foreign 
countries. The hit and skip principle, 
rotary feed, simplicity of construction, 
are some of the features that are going 
to make the new machine’ famous 
throughout the civilized world. The 
demand in America alone will make it 
necessary for a large factory and the 
employment of hundreds of skilled 
machinists. The machine is no experi- 
ment. It has been tried out with forms 
of Gal. 2 Jackson’s Newest Acquisition 
type, the same as prepared for any 
newspaper. It is running to the com- 
plete satisfaction of both stockholders 
and its inventor, 





———— — 
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A. W. Peterson, formerly ad- 
vertising manager of the Minne- 
apolis Tribune has gone to Water- 
loo, Iowa, to become _ general 
manager of the Courier. He has 
acquired an interest in the paper, 
giving him equal control with 
John C, Hartman, president of 
the company, who has managed 
the affairs of the corporation for 

many years, The paper is one of 
the few in the country that has 
virtually had but one guiding 
hand from its birth, nearly half a 
century ago. According to the 
current edition of the American 
Newspaper Directory the Courier 
has the largest circulation in 
Waterloo. The daily average for 
1907 was 4,883 copies. 





Frederick I. 

Changes Thompson has 
AmongSpecials withdrawn from 
the special newspaper agency of 
Smith & Thompson, to devote his 
attention to other interests which 
demand more time than he was 
able to give them in connection 
with his agency duties. John 
Budd, the member of the firm 
who has had charge of the Chi- 
cago office, will come to New 
York to take charge of the office 
management. Two-thirds of each 
month will be spent in the city, 
and the balance of the time Mr. 
Budd will give to the western 
territory. *William H. Smith will 
continue in charge of the solicit- 
ing force. A man will be put in 
charge at Chicago as soon as the 
right one is found, and another 
solicitor added in New York. A 
branch office will be established in 
St. Louis, located in the Third 
National Bank Building, under 
the management of C, W. Wes- 
sell, formerly of the St. Louis 
Times. This office will look after 
all the firm’s southern business, 
which is very considerable on ac- 
count of the large southern 
dailies upon the list. 

Mr. Thompson leaves the busi- 
ness which he has helped build 
accompanied by the good wishes 
of many friends and business ac- 
quaintances. The firm of Smith 
and Thompson has always held a 


high place in the estimation of 
advertising men, on account of 
the honorable methods which it 
has pursued, and in shaping the 
course of the business Fred 
Thompson deserves a full share 
of the credit. 

The story of Mr, Thompson’s 
career from the time he started 
business in earnest is interest- 
ing, illustrating’ as it . does 
the success of a man _ whose 
chief merit was a determina- 
tion to win, and that in the 
right way. He has now arrived 
at a point where he voluntarily 
relinquishes a place with one of 
the leading newspaper agencies in 
order to meet the demands made 
upon him by large interests, which 
have all grown up in the brief 
space of a few years, Mr. Thomp- 
son is a young man and his re- 
tirement from the field of special 
representation means in no sense 
that he has fought his last fight. 
-) is just broadening out, that is 
all, 





THE DISTINCTIVE COVER DESIGN OF THE 
“NATIONAL FOOD MAGAZINE” FOR MAY. 
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NEW LAW IN MASSACHU- 
SETTS AFFECTING MEDI- 
CINE ADVERTISING. 


A new law went into effect in 
Massachusetts May 11th affecting 
the advertising of medicines, All 
medicines of a cheap character 
have been affected by it as well 
as a number of medical prepara- 
tions that have been advertised 
for a great many years in news- 
papers generally, 

The Massachusetts papers are 
taking great care not to get 
caught by the law and are ex- 
purgating their pages to a very 
considerable extent. The law is 
as follows: 


“Whoever publishes, delivers, dis- 
tributes or causes to be published, de- 
livered or distributed, an advertise- 
ment, statement or notice, other than 
a label which is attached to a bottle or 
package of medicine, or which is con- 
tained in a sealed package of medicine, 
describing the causes, symptoms, de- 
tails or effects of a venereal disease, 
or of a disease, infirmity or condition 
of the sexual organs, for the purpose 
of calling attention to or advertising a 
person or persons from whom, or an 
office or place at which, information, 
treatment, or advice may be obtained 
concerning such disease or conditions, 
shall be punished by imprisonment for 
not more than six months, or by a fine 
of not less than fifty nor more than 
five hundred dollars, or by both such 
fine and imprisonment. But the pro- 
hibitions of this act shall not be 
deemed to apply to the printing or de- 
livering in caaed packages outside of 
this Commonwealth of books, pamphlets 
or circulars containing such advertise- 
ments; nor to newspapers printed out- 
side of this Commonwealth.” 


The opinion of a well-known 
Massachusetts attorney upon the 
meaning of the law follows: 


“The act forbids advertisements de- 
scribing the causes, symptoms, details 
or éffects of a venereal disease, in- 
firmity or condition of the sexual or- 
gans. Inasmuch as venereal disease is 
included in a disease, infirmity or cop- 
dition of the sexual organs, only e 
latter words need be considered. They 
are sweeping and comprehensive, and 
include all possible weaknesses due to 
sex, whether of the male or female. 

“TI, Any language which unmistakably 
points to causes, symptoms, details or 
effects of a disease, condition or infirm- 
ity due to sex is forbidden. 

“TI, If the words used describe 
symptoms common to other diseases as 
well as those of a sexual character, 
the advertisement is not within the act, 
although if the symptoms taken all to- 
gether point to a sexual disease or in- 
firmity, they are not saved because 
separately they are harmless, 

“III. Certain symptoms may have 
acquired a secondary meaning, so that 


however pointless in themselves they 
are understood by the public as point- 
ing to a sexual.condition. Such a case 
is exhausted vitality, weaknesses of 
men, etc. 

“IV. Diseases of the urinary organs 
are not included in the prohibition of 
the act unless the language used is such 
as necessarily points. to a sexual rather 
than a urinary condition or disease. 

“V. An advertisement addressed to 
men only, or to women only, is within 
the act, as any disease or condition 
thus referred to must be cased on sex. 
All diseases of men and women is a 
doubtful phrase and had better be 
avoided. 

“VI. In construing the language of 
an advertisement, common sense should 
be used. If a case were brought into 
court, the jury would be told that they 
must take the language of the adver- 
tisement as the public would under- 
stand it, and they should not convict 
unless they were satisfied that a sexual 
condition was clearly referred to. The 
statute, being penal, is to be construed 
strictly, and the jury are not to guess 
or suppose. The language must be un- 
mistakable.” 

p-—-——----_ 

Success Magazine is now loca- 
ted in its new building at 29 East 
Twenty-second street, New York. 


The publication will occupy six 











floors of the twelve-story struc. 
ture. This means 24,000 feet of 
floor space. 























BUSINESS GOING OUT. 
The Peruna Drug Company is send- 
ing out a few orders. 


J. Walter Thompson is placing some 
copy for the Profile House. 


C. E. Sherin, New York, is placing 
some copy for Urbana Wines, 


L. A. Sandlass, Baltimore, is using 
space for the Resinol Chemical Com- 
pany, also of Baltimore. P 


W. F. Hamblin & Company, New 
York, are putting out some additional 
copy for E, §. Wells—‘‘Rough-on- 
Rats.” 


. W. Ayer & Son, Philadelphia, 
asking for rates on two _ inches, 
for the Curtis Publishing 


in 
three times, 
Company. 


The Humphrey Agency, of Chicago, 
is sending out three thousand two hun- 
dred lines for the Indian Corn Flake 
Company. 


The Rexall Drug Company has de- 
cided to take up their old contracts and 
will arrange to run copy nine months 
of the year. 


A. F. Smith, Philadelphia, is placing 
one-half inch, twice a week, for four 
months, for the Albion’ Chemical Com- 
pany, also of Philadelphia. 


The Blaine-Thompson Agency, Cin- 
cinnati, has announced that the 
Diapepsin advertising will be continued 
throughout the summer months, 


Jas. P. Smith & Company, New 
York, are using two inches, every other 
day, for thirty-nine insertions, through 
W. F. Simpson, of New York. 


The Ivory Manufacturing Company, 
of Albany, New York, is sending out 


five hundred inch contracts to New 
York State papers, for the Ivory Laun- 
dry Blue. 


W. J. Slater, of the Firestone Tire 
and Rubber Company, Akron, Ohio, is 
using two thousand lines in Sunday 
papers, in cities where the company 
has branches, 


The Frank Presbrey Company, New 
York, is sending out orders to city 
papers for the ‘“Artistano”’-Thayer- 
Grand piano, for the A. B. Chase 
Company, of New York. 


Lyddon & Hanford, Rochester, New 
York, are asking publishers to inter- 
est druggists in Per-Spy-Ro, and are 
promising to spend sixty per cent of 
the returns in advertising. 


T. W. Lewis, manager Draughon’s 
Business College, ‘Tyler, Texas, is 
placing four thousand six hundred and 
twenty lines of educational copy in 
Texas weekly papers for Draughon’s 
Practical Business College Company, 
of Nashville, Tenn, 


The Manufacturers’ Advertising Bu- 
reau is placing the advertising of the 
American Welding Company, Carbon- 
dale, Pa., who build Welded Boiler 
and Tank Shells as well as Pipe of 
High Pressure. Engineering publica- 
tions will be used. 
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BOSTON NOTES. 

The Boston Film Developing Com. 
pany is using small copy in a number 
ot publications advertising camera sup- 
plies. 


Human Life is being advertised in 
other mediums of national circulation, 


large copy being placed by N. W. 
Ayer & Son. 
The H. B. Humphrey Company is 


putting out a line of copy in magazines 
and mail-order papers for the Inter- 
national Cornet School. 


H. H. Luther, who has handled all 
the advertising of the Food Fairs, 
American House, etc., is now press 
agent for the Globe Theater, 


The Shumway Agency is adding 
more papers to the list for G. F. Alex- 
ander, Portland, Maine. Contracts are 
for fourteen lines daily for one year. 


The Common Sense Gum Company 
is again advertising its stock proposi- 
tion in large metropolitan dailies and 
Sunday issues. Two column copy, 
imitating the Thomas W. Lawson style, 
is being used, 


Newspapers of large circulations are 
being used by the Carney Common 
Sense Cure, Melrose, Mass., for its 
cure of the morphine and drug habit. 
The business is placed by the P. F, 
O’Keefe agency. 


Women’s publications are receiving 
contracts from the Walton Agency for 
the advertising of Walcott & Company, 
36 Central Square, East Boston. It is 
a mail-order campaign for a new line 
of bélt buckles. 


The Boston News Bureau is sending 
out orders for Sederquist & Barry, 
brokerage house. Copy is three inches, 
every other day, for one year. This 
agency is also using a large list of 
papers to exploit its own business. 


The J. W. Barber Agency is making 
up the fall list for Baird North -& 
Company. This concern manufactures 
a fine line of mail-order jewelry. High- 
grade magazines and women’s publica- 
tions are to be used with” page copy. 


Walter F. Jordan & Compariy, 140 
Boylston street, are advertising a’ new 
arch support in Sunday newspapers 
and national publications. Six inch 
copy is being used. Mr. Jordan of the 
Shumway Agency places the business. 


The (Magee Furnace Company is 
placing a few orders to help the local 
dealers in a few New Eegiend cities. 
The list is small at present and will be 
largely increased in the early fall. The 
business is now placed by H. E. Ayres 
& Company, 164 Federal. street. 


Egerton Chichester, representative of 
McClure’s and the Century, has just 
returned from an_ extensive trip 
through New York State. He claims 


that the business outlook in that terri- 
tory is. much brighter. Boston men 
who cover that field will be glad to 
note this item. 
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Delano & Potter, tea and coffee mer- 
chants, will not put out their usual 
spring newspaper campaign this year 
owing to the loss by fire of one of 
their large factories and storehouses. 
This has curtailed their output so that 
the business resulting from advertising 
could not be handled to advantage. 


A new account being placed by the 
Walton Agency is that of the Peach~ 
Pipe Company, 15 Exchange street. 
The article advertised is a new pipe. 
Publications appealing to sportsmen, 
automobilists, etc., are best suited for 
the advertising. National weeklies and 
leading Sunday papers are also receiv- 
ing contracts, 

Or 
“THE BUSIEST PLACE ON THE 
COAST.” 


Astoria, Ore., Mar. 30, 1908. 
Editor of Printers’ INK: 
In the issue of Printers’ INK of 
August 7, 1907, beginning with page 


officials of that body grouped around a 
table in the business office of the or- 
ganization, with 12,000 envelopes on 
the table and desk. These covered 
letters sent in reply to advertisements 
from nearly every State and for- 
eign country. While it is too early 
to say how successful the enterprises 
will 4a that are now being establish- 
ed through these advertisements, yet 
we are actually establishing them, and 
Astoria is to-day the busiest place on 
the Pacific Coast and according to its 
population it is doing more business. 
One of our prominent business men, 
Charles Jeffrey, now in London, Eng- 
land, writes back that he has been con- 
tinually asked concerning Astoria and 
this section because of the advertise- 
ments our Chamber of Commerce has 
run in the London Times and other 
papers of the English metropolis. 


Yours very truly, 
J. H. Watts, Mgr., 
Chamber of Commerce. 








34, you published a four-page article 
entitled ‘Concrete Facts on Municipal 
Publicity.” In that article the work 
the Astoria Chamber of Commerce was 
doing was given almost half of this 
space. This work consisted of a classi- 
fied advertising campaign. We ran as 
many as 67 classified ads at one time, 
each one setting forth a specific propo- 
sition that we thought could be de- 
veloped in this locality. Some of these 
classified advertisements ran in Print- 
Ers Ink. Others of them were pub- 
lished on page 35 of article referred 


to. 

We believe that the Astoria Cham- 
ber of Commerce has solved the prob- 
lem of municipal development. 

The inclosed photograph shows the 


GOOD, SAY WE. 


Mourning postage stamps are about 
to be adopted by the Postmaster Gen- 
eral of England. How would it do to 
petition our + ye to _ issue 
mourning stamps for use in certain cir- 
cularizing campaigns?—Selling Maga- 
sine. 
+o —— 

WHERE LYNCHING WOULD BE 
JUSTIFIABLE. 

A street sign in Rome says, ‘“Under- 
wear one-third off.” The Augusta 
Herald thinks that if any of those 
Romans took that advice they probably 
felt like lynching the fellow when this 
spell of weather direct from the North 
struck that. city.—Chattanooga News. 
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RESORTS —A RAMBLING 
TALK, PRINCIPALLY 
TO SOLICITORS. 


Resort advertising comes to the 
newspaper, and magazine, which 
delivers the guests—-and, tempo- 
rarily, to the one that cuts rates 
and has a clever solicitor, 

But resort advertising sticks 
only when the guest is delivered, 
Once upon a time it was easy 
enough to get any  hotelman’s 
card, for a week or two, on an 
exchange basis—but even this 
pleasant form of graft is now de- 
nied, because Mine Host is foxy 
and hates to see his house 
“papered.” 

And so, nowadays, it seems as 
if it were almost a question of de- 
livering the guests—and the pub- 
lication which has done this in 
years past will pretty nearly land 
the business this season. Charac- 
ter and reputation count  tre- 
mendously in this competition, 
just as elsewhere, and the news- 
paper, or magazine, which has 
survived in years gone by, will 
probably still stick in the lead. 

Mighty funny experiences are 
noted by the casual observer now 
and then. In a big town, where 
things aren’t always as slow as 
they seem, there are four news- 
papers which play the resort game 
and play it well. One, an after- 
noon paper, plugs steadily ahead, 
charging its full rate and enjoy- 
ing prosperity. It has a twenty- 
six time rate, and the advertiser 
can run every day or every other 
day, as he wishes. 

The leader in the resort busi- 
ness among the morning papers 
has a monthly rate, including 
Sundays, which makes it practical 
for the advertiser to cry his wares 
every day, at a moderate cost. 
The paper gets a good rate, how- 
ever, and forces its advertisers to 
get good results, because — their 
advertisements cannot be skipped 
by the man who sees the paper 
only once-in a while. And this 
paper stands: by its rates and en- 
forces collections with a vigorous 
hand. 

Another morning paper, more 
conservative in news and quite the 
reverse in advertising, cares less 
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about money than space, appar- 
ently, and thereby has earned a 
reputation of printing resort ad- 
vertising for less than a third of 
its advertised rate. 

And still another, plainly lack- 
ing the quality of readers to make 
resort publicity pay, except for 
inexpensive houses, once sent a 
solicitor all through the Canadian 
district to solicit business... And 
the result was about fifty lines of 
paid-for advertising in a column 
of space. The rest was made up 
by leads and slugs and headings 
—and the so-called column ran 
twice a week for the season, 

And so it isn’t stretching the 
truth to say that only two of the 
four really got their money back. 
They did it by the simple expedi- 
ent of working mighty hard—and 
giving results. This is more or 
less of an old-fashioned way, but 
is highly respectable, at least. 

Methods are _ interesting—as 
often they show how not to as 
well as how to. 

One paper keeps an accurate 
card index of every advertisement 
that appears in its territory—that 
includes every one it publishes, or 
that is printed by a competitor. 
This index system (which gives 
the size of the advertisement; fre- 
quency of insertion; the name of 
the man who controls the appro- 
priation, and of the agency placing 
the business; size of the house; 
date of letters written and gen- 
eral tone of reply—or report of 
solicitor) might go a step further 
and - indicate when _ solicitation 
should be started each season, 
The trouble in many cases is, of 
course, that the first solicitor has 
a tendency to try to exhaust the 
appropriation—and good agencies 
always seem to work a long way 
ahead. Next year’s success will 
really rest on this year’s index 
and file, This system saves a good 
deal of personal solicitation, in- 
volving expensive traveling, and 
often brings an order which in it- 
self pays for the whole cost of 
maintenance. 

Another paper still believes in 
clipping out every advertisement 
another paper gets, and pasting it 
on a card which explains rates, 
No selling argument is sent along 
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—and answers are few and far 
between when these cards are 
mailed to advertisers. 

Good testimonials (and they 
are hard to get) are perhaps the 
best soliciting literature there is. 
They do not bring in orders, but 
they open the recipient’s mind to 
further argument. The only tes- 
timonial that is really useful is 
the one that gets down to brass 
tacks and goes into details. Cop- 
ies of the advertisements should 
be shown with the testimonials, 
of course. 

And it is not the city daily 
alone that can do a profitable 
business in resort advertising. 
Many a country daily is able to 
get money this way, after proper 
advertising and solicitation. One 
paper, not twenty-five miles from 
Philadelphia, gets a lot of Atlantic 
City business, for instance. This 
was and is a hard proposition, and 
the trick is turned in just one 
way. A small list of hotels is 
made—not the great big ones, but 
the middle-sized places—and to 
each literature is sent, giving a 
map of the territory covered; the 
various routes to Atlantic City; 
the number of visitors who went 
to Atlantic City a year ago, and 
noticed in the paper—a small pro- 
portion, of course, but concrete 
information. 

This plan would be improved 
by sending, to every hotelman on 
this special list, a marked copy of 
the paper which mentioned an 
Atlantic City visit—whether it 
was to the particular hotel or not. 
These marked copies should go in 
envelopes under letter postage, 

The magazines, too, are getting 
to draw the line more closely on 
resort and hotel advertising, Most 
of them maintain travel bureaus 
(a dodge which the newspapers 
have abandoned, with some few 
conspicuous exceptions), but they 
have apparently decided to try to 
make both ends meet on the 
soliciting. One weekly magazine, 
which has had the business for 
long years, keeps right on, serene- 
ly, and gives results without the 
aid of a travel bureau. Another 
magazine has brought its resort 
department down until its ex- 
penses are not away ahead of its 


income. Another magazine, a 
publication that appeals to the 
very wealthy, answers any ques- 
tion its readers ask about resorts 
or traveling, but mainly endeavors 
to answer the Missourians among 
the hotelkeepers by exact figures 
of results from given expendi- 
tures. 

A form of publicity, especially 
among the newspapers, that grows 
more and more popular, is to get 
up a big card advertising the par- 
ticular resort, mentioning the sev- 
eral hotels in small space. This 
gives big display at moderate cost. 
The day of big broadsides, from 
individual hotels ard special edi- 
tions, seems to be on the wane. 
Somebody will probably evolve a 
scheme of running full-page read- 
ing matter descriptions of resorts, 
with small cards of the various 
hotels tucked away in one corner. 
Then the railroads might come 
along and use some space to ad- 
vertise their annual resort book- 
lets. Altogether, a very respect- 
able showing might be made. 

Out West the newspapers and 
railroads seem to get together in 
a way that makes eastern news- 
papermen envious—half-pages are 
so frequent as to call for no very 
particular comment, and a full- 
page blows along every once in 
a while to show that the resort 
man is still on the job. 

Taking it all in all, the resort 
game furnishes some very lively 
going for many a solicitor, who 
otherwise might find the season’s 
dulness inducing an uncomfort- 


able degree of ease. 1, FP. 
>> 
STRICTLY BUSINESS. 

Western Land Agent—I wish to 
withdraw my big advertisements of 
city lots for sale in Riverside Addition. 

Newspaper Editor—Eh? What’s the 
matter? Don’t you consider my paper 
a good advertising medium? 

Western Land Agent—Oh, yes, the 
paper is all right; but I don’t care to 
attract attention to those lots for a 
while now. We are nearing the season 
of the year when that land is generally 
under water.—Exchange. 








An Oklahoma girl advertised for a 
husband and got him. The total ex- 
pense for advertising, wedding outfit, 
etc., was $11. He died within a year, 
leaving her an insurance policy of 
$10,000. And yet some ople claim 
that it doesn’t pay to advertise.—Re- 
tail Coalman, 
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DATED JUNE 6 
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Annual Recreation Number of 


The Literary Digest 








mss 


Cranes Sintra Resianttannes 


i 
i 
/ 


44.60 East “Twenty-third Street 


410 Penn Mutual Building’ 


This issue, an annual feature of our Travel Service, 

is one of the most powerful factors in influencing 
desirable vacation patronage that the advertising field 
affords. Heralded in advance by a liberal use of space 
in our columns, it is anticipated with eagerness and read 
with care by almost a million people, as the key to the 
solution of the Summer Recreation problem. Distributed 
among families of standing and guaranteeing more than 
the average circulation in the large cities—for instance, 
42,350 in the Metropolitan District (New York City), 
it possesses an unapproachable value for the advertiser 
of high-class Hotel and Camping Accommodations. 


Although our low rate for space in 1908's Recre- 

ation Columns is the same as during 1907, we 
exceed the regular circulation upon which the rate is 
based by more than 25,000 copies. The circulation 
of the June 6 issue will be above 175,000 copies. 


As an additional service, we shall reserve space in 

the body of the magazine for editorial matter on 
topics of interest to Recreation and Rest seekers. Such 
co-operation on our part will insure the concentration of 
our readers’ attention upon all that appertains to the 
Summer Outing. 


The Literary Digest 


Boston Office Chicago Office 


Rate, 65 cents per agate line (column width, | 3-4 inches). 
Rate, 90 cents per agate line (column width, 2 14 inches), 


FORMS CLOSE MAY: 28 


NEW YORK CITY 


1210 Y. M. C. A, Building 
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The Octroi 


T the gates of Paris every market- 
A man stops and pays a little tax 

upon the food he carries in for sale. 
This is the famous Octroi. Every night 
the endless procession of the gardeners 
of France files into the gates, paying it. 
The little tax admits them to the great 
market place of the country. 

The advertising rates in McClure’s 
Magazine are the octroi tax which admits 
your goods to The Market Place of 
the World. 

Like the tax of Paris it makes a trifling 
burden upon the price of the goods for 
sale; and it makes it possible to sell them. 

But it does more than this; it guar- 
antees the goods in the great market 
places. No questionable products may ad- 
vertise in McClure’s Magazine, The mar- 
ket place it opens up is doubly valuable 
for this reason to those who are admitted. 


Ask for the 
Key to the 
Market Place 


AOE T 


MARKE 
ee PAC) OF THE WORTD 


Som Rtn Byes sao ms 4 stem 
IMECLLRES MAGAZINE 





McClure’s Magazine 


LOUIS B. DeVEAU, Adv. Mgr., 44 E. 23d St., New York 
FREDERICK C, LITTLE 
FREDERICK E. M. COLE 94 . " 

Se EES . winpieneeidt \ New Eng. and N. Y. State Representative, 
EGERTON CHICHESTER ; Penn Mutual Building, Boston, Mass. 


{ Western Representatives, Tribune Bldg., Chicago 








































































The 
Coupon-=Blotter | - 


Builds your business — 
ANY business, any- 
WHERE. 


Used repeatedly by large 
and small advertisers in 
all lines. 





The Coupon - Blotter tells 
your business story effectively 
and makes the customer buy 
what you have to sell—and 
does it quickly. Reduces cost 
of inquiries; brings actual cash 
orders; can be used with abso- 

Jute success in any proposition 
A BIG PROPOSITION where direct returns are desired. 
Gudigqueme teem It is a magic method —a 
sales-plan that puts coin in your cash box. 





If you are wise you will start right away and use the Coupon- 
Blotter sales-plan in your business this summer, keep it up through 
the Fall, double the quantity in the Winter, and then you will be 
happy enough—from a profit standpoint—to say a cheery 
‘* Hello!’’ to the spring daffodils. 





This is only a brief pointer. We want to send you Sam- 

ple, Terms, and Booklet with twenty-one photographic 

illustrations indicating how you can easily adapt it to 

your business and get cash results in a few days. ‘These 

: full and interesting particulars will be mailed you when 

you answer this advertisement. No matter what your 
business is, avswer it—and see what happens. 


COUPON BLOTTER C0., 433 Fifth Ave., New York. 


Special to Printers 
and Advertising Agents 


We arrange Sales-Agencies with Advertising People 
or Good Printers. You should inquire NOW. 





(The Coupon-Blotter is patented in the United States and in Foreign Countries) 
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CANDID CONVERSATIONS 


WITH ADVERTISERS. 





The raw material goes into one 
end of your plant, passes through 
the various departments and 
processes of manufacture and 
comes out at the other end in the 
form of the finished product. 

Each department is in charge 
of a man who knows his business, 
As for you, you know all about 
the business from A to Z and 
back again—but you don’t insist 
on personally bossing every de- 
tail, 

You sit in your glass-enclosed 
private office, behind your desk, 
and keep your finger on the pulse 
of the whole proposition. Your 
eagle eye is fixed on one thing— 
results. That is all you are look- 
ing for. You know that if you 
butted in with your instructions 
and suggestions every few min- 
utes, the result would be confu- 
sion, and no man would have a 
fair show at carrying out his 
ideas and delivering the goods. 

You can tell mighty quick when 
anything is going wrong in any 
department, and when you fix the 
responsibility the deadly snicker- 
snee swings and heads begin to 
tumble. All of which is directly 
in accord with the rules of the 
game, and the only way in which 
a successful business can be con- 
ducted. 

But when it is time to frame up 
the advertising for the coming 
year you sit up very straight in 
your chair, roll up your sleeves 


and get busy. You know more 
about the details of your own 
business in a minute than you 


will know about the advertising 





business in a thousand years—yet 
you fail to apply plain business 
principles to this—one of its most 
important features. 

You consider your advertising 
agent as a man who needs your 
personal instruction and constant 
supervision. He may have docu- 
ments to prove that he has car- 
ried scores of carefully planned 
advertising campaigns to a suc- 
cessful and triumphant finish. He 
may have a reputation and a rec- 
ord that is the envy of the entire 
advertising world—but you can- 
not refrain from insisting upon 
carrying out your own personal 
ideas and permeating the whole 
advertising end of your business 
with your own tremendous _per- 
sonality—which nobody cares a 
plugged and mangled nickel about, 
and which may be absolutely op- 
posed to the principles of good 
and successful advertising as 
your agent knows and _ under- 
stands them. 

Why in the name of all that is 
sensible can’t you give him the 
same opportunity to make good 
and show results that you do the 
foreman out in the works? If he 
turns out to be the wrong man, 
make a change, but while is 
your agent—(still more coming.) 


he 


GEORGE ETHRIDGE. 


Notge,—The Ethridge Company is not an 
agency. It places no business, It co- 
operates either with the advertising agent or 
the advertiser in producing iilustrations, 
copy and printed matter to carry out practi- 
cal and successful advertising campaigns. 


The Ethridge Company, 
Union Square, New York. 


41 


























PRINTERS’ INK, r 


OMMERCIAL , 





ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y 


Readers of Printers’ Ink will Receive Free of polite 
Criticism of Commercial Art Matter Sent to Mr, Ethridge 





According to this 
ment the New-Way system will 
develop your muscles and make 
you strong, hearty and healthy. 

A more’ or less 


advertise- ing to do with the purpose of the 


adv ertisement. 
x * 


Trade ‘setili never fail to 


convincing yield a bounteous crop of advér- 


proof of this fact is embodied in tising freaks, It would seem from 


the illustration, which shows a 
justly proud young man displaying 
the remarkable development of his 
biceps to his admiring and en- 
vious office associates. 

This is all very well, but was 
it absolutely necessary to have 
three spectators, if any, and was 











NQ.I 
it necessary or even wise to show 
all the office furniture and every 
interior detail, even to the waste 
basket and the pattern of the rug 
on the floor? These things were 
not developed by the New-Way 
system, and presumably have 
nothing to do with it. 
Consequently, it would seem to 
be more convincing and effective 
to give us a better view of the 
muscle—as in the illustration 
marked No. 2—and__ eliminate 
those features which have noth- 




















NO.2 





an inspection of the average trade 
paper that those that buy space in 
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it have little faith in its ability to 
sell goods for them, and, there- 
fore; feel that it is good space in 
which to exercise their ingenuity 
and playful fancy. 

Here is an advertisement of E. 
Kirstein, Sons & Co., clipped from 
a prominent trade paper, which 
excels in freakiness if in nothing 
else. 

Those who persist will be able 
to’ discover the line of business in 
which the Kirstein firm is en- 
gaged. 

In the space which this adver- 
tisement filled it would have been 
possible to print an attractive pic- 
ture, and give some interesting 
and convincing facts with refer- 
ence to the Kirstein business, 


* * * 


The trade journal poet is found 
at his best—or worst—in the 
clothing advertisement reproduced 
here. The picture cannot be ac- 
cused of leaving very much to 
the imagination, and_ illustrates 





“Oh Willie Willie 
come right in, 
How dare you 
stand out there, 
Where are your clothes 
where have you been, 
Why stand outside, 
so bare? 
“But mammy dear, | 
I greatly fear, 
I've never been 
“dressed” yet, 
But when that 
“WANDESS ‘suit gets here. 
Then I'll be “dressed”, 
you bef: 











the interesting story embodied in 
the verse fully and graphically. 
Of course the “poetry” is not of 
a nature calculated to sell goods, 
but it should be remembered that 
it is not the purpose of this class 
of advertising to sell goods, 
Some years ago a wise man 
came out with the public state- 
ment that the purpose of adver- 
tising is to sell goods, but there 
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are thousands of advertisers who 
have not heard of it yet. 
» * 

This W. S. Peck & Company 
clothing advertisement is prob- 
ably the best advertisement of its 
kind in the current magazines. 
The man is human and, therefore, 
an interesting and convincing ad- 
junct to the advertisement, and 
the copy really tells something 
about the clothing and the way it 











A Distinctive Suit 
fz Fastidious Men 


Ts is a picture of our“ New- 
port Sack" suit, a wnodel 
conforming to the latest styles 
but with several distinctive and 
slightly “ultra” features, This 
suit will appeal strongly to those 
who wish some slight but smart 
deviations from conservative [ff 
models. } 
Ht 
* ‘The full Summer tine of Peck Clothing Ii 
now being shown by leading dealem is [Rl 
ew. bright, stylivh, and splendidly taihored 
end hewshed 


1 is cut trom ten dierent models, afford 
ing 


SYRACUSE, N. ¥. 
YEW YORK. €2 Beontwar, Cot. tb St 
CIICAGO 8 A Medioad Bide. Juchose Boulevard 
= ~, 

















is made, instead of indulging in 
loose and threadbare convention- 
alities. 





CHARLES WELLER is aretailer of 
Peekskill, N. Y., who, according 
to his letter-head sells “correct 
clothes for men and women.” He 
conducts a credit business, and 
recently mailed to each of his 
paid-up customers a_ regulation 
bill-head upon which was printed 
in typewriter type: 

May 2—You do not owe me $25. 
“Wish you did.” 

Mr. Weller tells Printers’ INK 
that he has had surprising results, 
which may be interpreted, of 
course, to mean favorable replies, 
or the contrary.. It would seem, 
however, that a reminder of this 
sort ought to serve as a business 
bringer, especially if the persons 
who receive it have been with- 
holding patronage on account of 
a lack of ready funds, 
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Why buy circulation of 
uncertain purchasing 
power from periodicals 
reaching different clas- 
ses of people, when 
you can buy circulation 
of known purchasing 
power from a_ special 
periodical which reaches 
only one class of people? 


CASE AND COMMENT 


is one of the best ex- 
amples. It goes ex- 
clusively to good law- 
yers—well known as 
liberal buyers of goods 
of merit and reputation. 


Rochester: 
Publication Office, B. R. Briggs, Adv. Mgr. 
New York: 
102 W. tAth St., George S. Krantz, Mgr, 
Chicago: 


708 Marquette Bldg., Richard A. Pick, Mgr. 


or 


Over the Top 











Hereis a guide card for the 
filing cabinet withacelluloid 
tip made in one piece and 
folding over the top of the 
tab. ‘This protects it where 
the wear comes and prevents 
curling and breaking. 


Standard 
Index.Card Co. 


will be glad to send samples 
in case your dealer does not 
have them. Orders can be 
filled for all card sizes with 
tips colored or transparent, 
plain or printed as desired. 
Address 


701-709 Arch Street, Philadelphia, Pa. 























“A Change of Climate” 


is the advice given to thousands of people every week by 


their physicians. 


Invariably the doctor suggests a suitable place to go. 
Why not tell the medical profession of the advantages of 
your resort by an announcement in the 


AMERICAN JOURNAL OF 





CLINICAL MEDICINE 





It goes to over one-third of all the physicians in the 


United States. 


It is the very best medium for resorts, hotels, sanitariums, 
mineral waters, railroads and general advertisers seeking the 
co-operation and endorsement of the medical profession. 


For rates apply to 


S. DEWITT CLOUGH, Adv. Manager, 


Ravenswood Station, 





Chicago, Ill. 














COME YE DISCONSOLATE. 
New York, May 7, 1908. 
Editor of Printers’ INK: 
My attention has just been called to 
the “Doleful sound” emanating from 
the “Toombs” in your issue of April 


29th. 

This letter is evidently the heartfelt 
wail of some would-be reformer, who 
has become exasperated by the selfish 
shortcomings of those with whom he 
has come in contact. 

If Mr. Toombs had _ taken the 
trouble to investigate and ascertain 
just what the New York Advertising 
League stands for and is attempting 
to accomplish before exposing his 
ignorance so prominently in Print- 
ERS’ INK, he would have found that 
we are struggling to overcome most of 
the evils that he has dilated upon 
with such lugubriousness and that, out- 
side of his immediate circle of ac- 
quaintances, there are a number of up- 
right, intellectual, good-hearted, broad- 
minded, earnest advertising men who 
are making an intelligent, honest study 
of the problems that confront the ad- 
vertising men. If our friend can be 
induced to desért his Brain Merchant 
friends of scintillating genius and 
monotonous vernacular to seek a new 
field of learning, he might by the 
merest accident, happen upon some- 
thing of an “informative” character, 
providing he places himself in a recep- 
tive condition and permits the same 
freedom of thought as he arrogates 
unto himself. 

Very truly yours, 
G. B. WapswortH, 


President New York Advertising 
League. 
—_—__+o+--_—_. 
SMALLEST NEWSPAPER. 


The smallest newspaper published in 
the United States is the News Letter, 


of Townsend, Dela. It is a four-page 
newspaper, two inches wide and_ three 
inches long and is edited and _pub- 


lished by W. P. Wilson, who claims 
it is the smallest in the world. A 
copy of the paper contains eight per- 
sonal items and eight lines of general 
news, a regular title page heading and 








editorial masthead, and a_ back page 

devoted to advertising—Minneapolis 

Tribune “Hustler.” 
Advertisements. 


Advertisements in “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (200 lines) 
for each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly inadvance. If a specified position is 
demanded for an advertisement, andgranted, 
double price wiil be charged. 


WANTS. 


GENTS wanted to sell ad novelties;25¢ com. 
3 les, 10c. J.C. KENYON, Owego, N.Y. 





ls circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 
XPERIENCED advertising re resentatives 

4 wanted; three publicati ;cash c 
BENEDIC- 


advanced upon reliable contracts. 
TINE PRESS, Goodnough Bldg., Portland, 
Oregon. 
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\ ANTED—A young man with come experi- 

ence in the Advertising Agency Business, 
as ad-writer, making estimates of rates and 
managing office affairs, or good solicitor. Ad- 
dress * X, Y. Z.,” care Printers’ Ink, 


PUBLISHING, Mercantile, Manufacturing. We 

serve 25,000 employers. Many opportunities 
for men with advertising experience or ability. 
Write folly as to experience and location de- 
sired. HAPGOODS, Broadway, New York, or 
1010 Hartford Building, Chicago. 


ANTED, AN INTEREST in an advertising 
agency by a large business producer. 
Must be first-class. Have been managing a large 
and influentiai paper, and now wish to build u 
a business with a share in the ownership. ‘Ad. 
dress “* KXPORT,” care Printers’ Ink. 


JOHN B. COX, 


CIRCULATION MANAGER, 
OPEN FOR POSITION. 
Nine years with Denver Post. Two and a half 
years with DaILy PROVINCE. Results guaranteed. 
Address, JOHN B, COX, care Printers’ Ink. 


QOSITIONS NOW OPEN—Advg. mgr.. trade 
_journal, N. Y.. $50 and com.; similar position, 
Chicago; circulation mgr., —— daily; sporting 
editor, northwest, $35; editor Democratic daily. 
Ohio, $25; news foremen. union, Ohio, Ia. and 
Colo., $25-30; also reporters, linotype operators, 
etc. Booklet free. FERNALD’S NEWSPAPER 
MEN’S EXCHANGE, Springfield, Mass, 
A DV ESTISERS MAGAZINE and “ DOLLARS 
& SENSE” (Col. Hunter’s great book) 
should be read by every advertiser and mail- 
order dealer. Best ‘Advertising School ” in exist- 
ence. Year’s subscription and “Dollars & Sense,” 
50 cents; sample copy of magazine free. 
ADVERTISERS’ MAGAZINE, 
637 Century Building, - 
Kansas City, Missouri, 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified cul- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce 8t.. 
New York. Such advertizements will be inserted 
at 20 cents per line, six wordsto the line. PRINT- 
ers’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States, 





ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for ready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mana exceeds supply. 
GEORGE H. POWELL Advertising and Ruri- 
ness Expert.768 Metropolitan Annex, New York. 


Mail Order Catalog. 


Editor, Compiler, [erchan- 
diser, Ad and Follow-up 
Writer. Get an expert while 
youcan. Address “ RESULTS,” 
Printers’ Ink. 





> 
ORDER. 





HAIL 


DS—I can make a quick success of any unsuc- 
cessful mail order business. Send for free 

“EXPERT,” P. O. Box 1615, New York. 

+O - 

MAILING MACHINES, 


fMHE DICK MATCHLESS MAILER. lightest and 
i 14.50. F. J. VALENTINE, 


Price 
uffalo, N. Y. 
+o —_— 


booklet. 





quickest. 


Mfr., 178 Vermont St., 





INDEX CARDS, 


NDEX CARDS for all Cabinets. Get our prices 
and samples. THE BLAIR PRINTING CO., 
912 Elm Street, Cincinnati, Ohio. 
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AD WRITERS. 
OR $3.00 I will write you an ad or circular to 


os ckly pul) $100 worth of business. Un- 

successful mail-order men can ee hes money 
by writing me, at y3 free bookl 

“EXPERT,” P. 0. Box 1615, ke York, 


#1. ALF-TON. LF-TONES. 


W's for eae and prices. STANDARD 
ENGRAVING CO., 560 7th Ave., New York. 


EWSPAPER HALF- ALF TONES. 
2x3, 75c.; 3x4, $l ; 4x5, $1, 
Delivered when os tL the order. 
fend fo 
KNOXVILLE LLE INGRAVING CO., Knoxville, Tenn, 





PREMIUMS. 


Fp HOUSANDS of suggestive premiume suitable 
for publishers and others from the foremost 
makers and wholesaie dealers in jewelry anc 
kindred lines. 500-page list price illustrated 
catalogue. (©@) Greatest book of its kind. 
popnenea aumenie. 36th issue now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden lane, N. v. 


PAPER, 


BASSETT & SUTPHIN, 
54-60 Lafayette St.. New York City. 
Coated papersa specialty. Diamond B Perfect. 
Write for high-grade catalogues, 


FOR SALE, 

R SALE—One Scott Casting Box for news- 

“Paper stereotype plates; size 14}¢ in. diameter 
for cylinder of 135 in. diameter, making | a _—_ 
of 7-16 in. thickness by 2144 in. long: by 17% i 
wide. Also, one shaver, one tail cutter, one fin: 
ishing block and _ a cylinder mat roaster suit- 
abie for same, Will be sold at reasonable pees 


Appl reagan A 
BULLELIN, Philadelphia. ‘ae 


Receiver’s Sale 


PRINTING OFFICE AND 
WEEKLY PAPER 


By order of Court the property of THE 
JOURNAL PUBLISHING COMPANY of 
Rockville, Connecticut, will be sold to 
the highest bidder on the 29th day of 
May,1908, at twelve o’clock noon,at the 
company’s office on Brooklyn Street, 
in said city, subject to private sale. 

Oldest publication and largest circu- 
lation in Tolland County; type-setting 
machine, presses, cutter, folder, stitch- 
er, type, frames, cases, cabinets and 
office furniture. Address, 

H. H. LARKUM, Receiver 
Rockville, Conn, 
COIN CARDS. 
B3 Ta UOtk Wicker Bee ae 
} ».. Detroit, Mich. 
————— — — ———— 
SUPPLIES. 


ERNARD’S Cold Water Paste is being used 

on all advertising wagons traveling through- 

= the U. 8. hype sag anaes Spavin Cure. 

pound box costs kes two barrels 

me. BEMNA RD" Ss Paste DEPT., 71 Dearborn 
reet, Chicago, 
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ADVERTISING AGENCIES. 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively, 


RANKLIN ADVERTISING sammy, Tribune 
Building, N. Y. Classified and Mail-order 
Advertising a specialty. Write oy estimates. 


Aw FRANK & CUu., 25 Broad Street, N. Y. 

= een Adver' ty Agents. Established 
1872. Chicag Philadelphia. Advertis- 
ingof all teeas placed in every part of the world. 


ANUFACTUREKRS’ Se E BUREAU, 


Benj. R. Western, Propr. Est, 1877. Booklet 


——_ +0. 
COIN MAILER, 


x 60 PER 1,000. For 6 coins $3, 
PYTHIAN PRINTING C et 
@ Send for our folding coin 


P U B LI § H E R carrier—the best aovies 


yet invented for sending money by mail. 

card circulation managers have been lookin; for. 
Used and recommended by large publishers. 
Address, Printers’ Ink st 45 Rose 8t., N. ¥. 


oriating. 
adison, la. 





PRINTING. 
OU share with us the economy of our loca- 
tion. Our facilities insure perfect work, 
Prompt estimates on letter-heads, factory forms 
and booklets in large goa. THE BOULTON 
PRESS, drawer 98, Cuba, N. Y 
go itn) Vee 


BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. ROWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition (published last 


year)is now offered forsale, About es, 
5x8, set in Jong pr jaw ye Ts man _~ one 
ortraits Clot Price paid. 
HE PRINTERS’ INK FS UBLISH G SO. 10 


Spruce 8t., New York, 
te 


ADVERTISING MEDIA, 


The Saturday Evening Post—greater results 
at lower cost. The Curtis Pub. Co., Phila. 


as best 6,000-town daily on this earth is the 

Troy Ohio) RECORD—prints more local news 
than any other—that makes it best. Carries more 
“Wants” than any other. Only small town daily 
published that is successful without a weekly 
edition. job printing department or political 


”? as boosters. It has neither. Moral: It 
has all the cireulation. it claims to have. 
—_— +o) 
PUBLISHING BUSINESS OPPORTUNI- 
TIES. 


MPORTANT Technical Weekly. 
Good paid circulation in large field. 
Gross business about $40,000 
The possibilities are excellent 
For large development. Can now 
Be bought for its gross one 
And should be doubled in two 
HARRI S-DIBBLE. COM ANY, 
——- in Publishing Property, 
253 Broadway, New York. 
—— +8) 


PATENTS, 


of 6 cts. stamps. R. 8. & A. KB, LACE 
Washington. D.O. Eatab. 1869. 


pe=ePATENTS that PROTECT 
Our 8 books for Inventors mailed on receipt | 











DAVIDS’ PRACTICAL LETTERER 


at $1, postage paid 


hundred pages, with full particulars. Write for information. 


THADDEUS DAVIDS CO., 95 & 97 Vandam St., New York City. 


will teach you how to write show cards and 


rice tickets, a book of one 
Address 


Est. 1825. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
eards orcirculars, and any other suggestions for bettering this department, 








Joun E. Mert, 
217% Smith Street, 
Brooktyn, N. Y. 
Editor Ready Made Department: 


Dear Sir—Enclosed find the work 
of a “bloomin” amateur tried out on 
an untried (?) field. 

Kindly hand it a 
oblige its father, 

Truly yours, 
(Signed) Jonn E. Mertt. 


“wallop” and 





Certainly, with pleasure. In the 
first place “Merli, the coop Bar- 
ber,” merely makes the bald claim, 
and that by inference, that his 
shaves, hair-cuts, shampoos and 
other tonsorial operations are the 
best. He says it in an original 
way, to be sure, but that fails to 
“compensate for the absence of in- 
formation as to why they are best. 
If Mr. Merli puts his tools 
through some cleansing process 
after each operation, why doesn’t 
he say so? If his barbers are a 
superior lot and don’t talk too 
much, why doesn’t he mention it? 
If the appointments of his shop 
or its location offer any advan- 
tage, it wouldn't have cost any 
more to say something about that. 
If he had anything to offer that 
was worth while at all, it should 
have been put into this circular 
to help support his claim of 
“best.” If he had nothing of the 
kind to say, the circular should 
have been deferred until the 
material for some definite state- 
ments had been secured. Suppose 
that every barber for blocks 
around does sterilize his razors. 
Suppose that none of the other 
barbers serve their customers 
“smothered in onions.” Suppose 
that none of them wear mourn- 
ing finger nails, use the same 
towel on half-a-dozen customers, 
or insist on talking politics, re- 
ligion or “yesterday's game.” 
How many of them have sense 
enough to advertise these and 
other good points? Very few. 








You may say that these things are 
taken as a matter of course with 


“regard to barber shops in general, 


I think not; and even if they 
were, it would still be a good 
thing to advertise them in going 
after the trade of the man who 
has never tried your shop and 
knows nothing about it, 

I think that if I were running 
a barber shop that had no advan- 
tages over other shops in its 
neighborhood, I would make a 
few. Without knowing exactly 
how it would work out, I would 
try to abolish tips. I would 
do some one thing, at least, bet- 
ter, more or harder than it is 
ordinarily done and then adver- 
tise it. I would sell for, say $1.75, 
tickets good for two dollars’ 
worth of work, or print in the 
circular addressed to prospective 
customers a coupon good for a 
free trial shave or a shine. I 
would do something to make the 
stranger come into my shop and 
give me a chance to show him, 
placing him under some slight ob. 
ligation if possible. It needn't 
necessarily be something expen- 
sive, but it should be something 
novel to the neighborhood and 
suited to the class or classes 
catered to. 

I am confident that the writer 
of this circular has sufficient abil- 
ity and originality to work out 
the right ideas along these lines, 
as well as the business sense to 
understand that we no longer buy 
anything merely because the 
seller says or intimates that it is 
the best, without offering any 
reasons why it is the best. 

The circular is well printed on 
good paper, but uses. caps 
throughout, which are harder to 
read and much less inviting than 
caps and small letters: 

MERLI THE GOOD BARBER 

SAYS: 


“If you’re buying something to wear, 
you buy the best. Why not follow the 
same rule in buying a hair-cut, shave, 
shampoo or facial massage. The fact 
that I don’t do all the business in this 









Se 








part of town is proof that the rule I 
mention is not being lived up to.” 


THINK IT OVER. 


MERLI THE GOOD BARBER 
ALSO SAYS: 


“Perhaps you shave yourself, If 
you do, you owe it to yourself to 
keep your razors in good order. The 
only way to do it is to have them 
honed occasionally, and by me. The 
reason is, that I can bring out more 
good points in your razors than you 
ever thought they possessed ; by a 
process known only to me.’ 


I GET. A QUARTER FOR HONING. 


JOHN E. MERLI, 
217% Smith Street. 





Judging from specimens of its 
advertising The Bank of South 
San Francisco is a wide-awake 
and going institution. It recently 
brought out a little house organ, 
advertising in the first number a 
prize of $5.00 in gold for.the best 
name to give it as a regular title, 
and in the second issue announc- 
ing the number of names sub- 
mitted (printing the list), the 
name chosen and the name of the 
person who won the prize by sug- 
gesting it. In the second num- 
ber a prize of $1.00 is offered for 
the best reasons, in 25 words, why 
people living in the vicinity of 
South San Francisco, Colma and 
San Bruno, should do their bank- 
ing business with the Bank of 
South San Francisco rather than 
with another bank, 

It’s a good idea to offer prizes 
for such suggestions—it gets a 
great many people interested in 
the bank and fixes its name, loca- 
tion and perhaps some of its good 
points in their minds—but, it 
strikes me that a dollar is alto- 
gether too little to offer for the 
work involved, especially as there 
is only one prize, and, therefore, 
that those whose suggestions 
would be most valuable will not 
be tempted to offer them. And, 
just now,. referring to the third 
issue, I find partial confirmation 
of that opinion in an announce- 
ment that “We did not Treceive as 
many answers as we had hoped 
for, but of those received the 
committee decided that the best 
was this—— ‘The Bank of South 
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San Francisco gives larger in- 
terest, is | convenient, also safe 
and. sure.’ 


This house organ “South City 
Banker” is a good cne, however, 
containing only matter which is 
appropriate, and much of which is 
original, On the back page of one 
issue is the following rather im- 
pressive ad, reprinted from the 
Enterprise (South San Francis- 
co), of November 23, 1907: 


WE BANK ON YOU—YOU BANK 
: WITH US. 

We want the people of South- San 
Francisco, San Bruno, Colma and the 
pe ioe id surrounding to remember the 
following: 

First—When the Governor of Cali- 
fornia began declaring holidays, so 
that Banks could refuse payments of 
checks if they desired, and other lines 
of business could in a similar manner 
prevent temporary embarrassment, this 
Bank did not take advantage of this 
privilege, but remained open’ every 
day, as usual, meeting every demand; 

Second—When the Banks throughout 
the State limited the amount of cash 
which they would pay to a. depositor, 
to his actual needs, this Bank did not 
limit the amount paid out; 

Third—When _ the Savings Banks 
throughout the State required a thirty 
or sixty day. notice of an intent to 
withdraw savings deposits, this Bank 
did not ask notice, but paid the amount 
wanted; 

Fourth—While depositors carrying 
their accounts in the City were tem- 
porarily embarrassed through their in- 
ability to draw money and meet their 
obligations, the depositors of this Bank 
were caused no such embarrassment; 

Fifth—Banks throughout the State, 
large and small, followed the example 
of the Banks in the larger cities, there- 
by causing unnecessary distress and 
alarm. This Bank followed the ex- 
ample of none, but acted independent- 
ly for the benefit of its customers. 

Why Did We Do This? 

First—Because we had good, strong 
interests behind us—financial interests 
that are determined that this Bank 
serve its customers to their advantage; 

Second—Because we had ample cash 
in our vaults to meet all reasonable 
demands, and we have five times more 
cash now than we had three weeks ago 
—we are getting stronger every day. 

Third—Because we had confidence in 
the people of this vicinity and we 
wanted them to have confidence in us. 


WE BANK ON YOU-—YOU BANK WITH US. 
In conclusion: If you are not doing 


your Banking Business with us, but 
carr your account in some other 
Bank, and have been embarrassed dur- 


ing the weeks just past; or if you keep 
ree money in a safe deposit box, or 
idden around the house, open an ac- 
count with us. 

You live here, do your business 
here and your interests are here, and 
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we should all work together for every- 
thing to the advantage of this vicinity. 
WE BANK ON YOU—YOU BANK WITH US. 
BANK OF SOUTH’ SAN 
_. FRANCISCO, 
P. N. Lilienthal, President, 
C. F, Hamsher, Cashier. 





A large circular, printed on 
coated paper, with a local news- 
paper heading, date line, etc., 
prints under the “scare” head, 
“South San Francisco Postoffice 
Burglarized,” an account of a 
local robbery, probably as it ap- 
peared in the paper whose head- 
ing the circular bears. Following 
the harrowing details of the rob- 
bery is the half-page display an- 
nouncement here reprinted: 
PROTECTION FROM BURGLARY. 

The Bank of South San Francisco 
protects from burglary money deposit- 
ed with it by: 

First—The best Burglar and Fire 
Proof Vault money can buy. This 
Vault is built of brick and cement, about 
two feet thick, re-inforced with steel 
rods, and lines throughout with a half- 
inch of steel. The door of thé vault 
is steel, four inches thick, with six- 
teen inch-and-a-half bolts locking it. 

Second—The best Burglar-proof Safe 
in the market. This Safe has a door 
five and one-half inches thick, with 
eight inch-and-a-half bolts locking it. 
Inside the safe is a Coin Chest, with 
a door four inches thick, with four 
inch-and-a-quarter bolts locking it. 

Third—By a _ Burglar Insurance 
Policy. Just as a man insures his 
house against fire, not expecting it to 
burn down, but as a precaution, so we 
insure the contents of our safe from a 
possible loss by Burglary. We do not 
think our safe can be burglarized, but 
we carry the insurance as an extra 
protection. 

Why Risk Your Life Needlessly? 
You risk your life when you keep 
money On your person or around the 
home, The housebreaker and _ the 
“hold-up” man will be busy this Spring 
and Summer, for he is probably out 
of work now, 

Deposit Your Wane. Deposit your 
mone in this Bank. Safe from 
Burglary, and you get it back when 
you want it. Our shareholders are 
personally liable for every dollar de- 
posited in this Bank. 

Interest paid on savings deposits. 
To send money by mail, buy our 
checks or money orders. 

BANK OF . SOUTH 

FRANCISCO, 
P. N. Lilienthal, President. 
-C. F, Hamsher, Cashier. 


SAN 





These things, in addition to 
newsy newspaper ads, and a good 
four-page circular, which tells on 
opposite pages “How We Serve 


You,” and “How We Make You 
Safe” are, from my point of view, 
excellent examples of bank adver- 
tising, 





From the Brockton (Mass.) Daily En- 
terprise. 
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Furniture and 
Piano Moving. 


We move you anywhere 
but off the earth. No job 
too large, none too small. 
Out of town work a special- 
ty. Goods handled ver 
carefully. Give us a trial. 

E. L. SHAW, 
Tel. 430-451 Warren Ave., 

Tel. 2059-112 School St., 

Brockton, Mass, 











A Thing Muck Used, but Rarely Ad. 
vertised. Fron the Evening Star, 
Washington, D. C. 


There’s a 
Great Demand 


for Hot Bed Sash at our 
low figures. We'll fill your 
order quickly, be it large or 
small. Call or ’phone. 

Millwork in stock and to 
order. 

GEO. M. BARKER, 
649 N. Y. Ave. 1517 7th St. 
Millwork and Lumber, 
*Phones Main 1348 or 
N. 3697. 
Washington, D. C. 














An “Early Bird.” From the Savan- 


nah (Ga.) Press. 


Turn On 
The Cold. 


If you have an Electric 
Fan you don’t have to 
swelter until the breeze 
comes up. You can turn 
the button and have a 
breeze whenever you want 
it—day or night. 

The fans we sell are easy 
running, quiet and_ great 
breeze producers. They con- 
sume little current and can 
be operated on your meter 
by simply attaching to light 
socket. 

ELECTRIC SUPPLY CO., 
’Phones 62, 
38-40 Drayt. St., 
Savannah, Ga. 
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A Good Argument, and “Japanese} A Waste of Space and Time. From 
Crepe” Is a Good Name. From the the New Haven (Conn.) Evening 
Vancouver (B. C.) World. Register. 

Can You Afford Pa Oe 
Is in itselt insignificant, In 
To Use Poor innumerable instances it is 
i] P immeasurably important, In- 
Toi et aper ? cidentally, it indicates in- 
Sufficient care is not ex- dividuality, infidelity, incom. 
ercised by the average per- patibility, intemperance, in- 
son in Po: toilet paper. sanity, ignorance, infant in- 
Many consider it of minor dustries, inferior ingredients, 
importance, but physicians insinuating innuendoes, in- 
\ ls claim that coarse, harsh creased intelligence, interest- 
z \ paper is responsible for ing incidents, 
many difficulties. I stands for Ipecac and 
The yearly consumption Indian River Oranges. We 
of this product by the aver- have the latter and other 
age family is very small, fruits innumerable for im- 
and it has leon demonstrated mediate delivery. | - 
that the best grades are less * The Mirror Fruit Store. 
capanve and far more sat- J. B. JUDSON, 
isfactory to use, ; - 856 Chapel St., 
With these facts in view New Haven, Conn. 
can you afford to buy any- 
‘ thing but the best—that’s A Good Bid for Business. 
“Japanese crepe” toilet . 
paper. Anyway, we want 
you to try a sample package, Landlords, 
20 Cents. In order that property 
H. McDOWELL & CO., will pay as it should—the 
The Druggists, handling must be done by 
Telephone 4. offices whose facilities en- 
Corner Hastings and Gran- able them to rent property 
ville Sts., and keep it rented. We've a 
Vancouver, B. C. thoroughly equipped force 
| — es its time - 
-. clusive to the renting an 

“The Square Deal,” as an Advertising pein Bed of arent 
Phrase, Has Been Very Much Over- We'd like to take charge of 
done, and Politics Is a Good Thing yours, 
to Leave Out of an Ad. Introduc- Tenants 
tory from Large Ad of Button Bros., ° 
Louisville, Ky. We control many of the 

: most desirable rental prop- 
pr = 2 “ae ee 
stan the st chance o 
The World Wants finding just what you want 
in a home—offices or busi- 
a Square Deal. an men you come 
: oO us. ou’re going to 
And the people of Louis- re-locate or aart ener en- 
ville are getting a square ‘terprise better see our 
deal in groceries through Rental List at once—for de- 
Button’s. The same _ spirit sirable places are quickly 
that has ergy President snapped up. 
Roosevelt to demand justice ‘MILLER BROS. & 
for the American people has BAKER 
been the policy of the But- P , 
ton store for years in deal- Harrisburg, Pa. 
ing with = Fer ae 
i esty is the foundation o . A 
7) r this iesicam. It sn A we) poll sagen Washington 
, Button’s thrive until we Rb: ° 

yu? have grown to be the great- . 

; est food 7 — com- Printed Matter. 
munity. © UNF vey, ‘The force and facilities 
eae oe cael . a of this great print shop are 
ph sisal all Ste babe at your command. No mat- 
= f 2 _ a, On oe ter how large or small your 
purchase “made at our store pine Be fs yf > 
that is not satisfactory we sta putida catldtactinn 
will cheerfully refund your JUDD & DETWEILER 
money. : ELLER, . 
We Quote Attractive Values The 5 lg ier Shop 

for Thursday, Friday 420-22 11th strest “ 
day. : 2 
and Satur Washington, D. C. 
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ADVERTISING for 

Christmas trade starts as 
soon as Thanksgiving Day is 
out of the way. What would 
you think of a retail merchant 
who kept his holiday advertise- 
ment out of your paper until 
Christmas Eve? What special 
claim for consideration can you 
expect for your paper from a 
General Advertiser if you don’t 
advertise during the Summer, 
while he is deciding upon the 


mediums for the Fall campaign? 











